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FLOOR MERCHANDISERS 
PERMANENT CLASSIFICATION 


United Wallpaper Decorating Center. Shows com- 
plete line in “easy to choose” manner. Book is 
locked in fixture by patented device; unit is 
illuminated. 


CHICAGO FEDERATED 
ADVERTISING CLUB COUNTER DISPLAY 


PERMANENT CLASSIFICATION 


In 22 years we have designed and produced thousands 
upon thousands of displays with production value esti- 
mated to exceed over 25 million dollars. Regardless of 
how small or large each assignment, our purpose has 
been to bring both our client and the point of sale for 
the displays used definite plus value. More sales at retail 
mean more reorders for our clients. 

More acceptance ...less waste...improved retailing and 
better sales results. WLS Displays cost no more—but 
do more. 

Let’s talk it over...no obligation 


GLENMORE KENTUCKY TAVERN Arroy, 
RACE TRACK DISPLAY | 95() orn, “Ugny, , 
ed las ; “'gh, lj oN 
tie ’ ‘Vin ‘ 
Sim . ? 
TOASTMASTER ‘es 
REVOLVING PANEL DISPLAY 195] 


SCHICK ‘20’ MECHANICAL DISPLAY 1952 


Write today on 


pve Gidea copy (), (yy 7. 
Srcnntatinn. tt i 
oy ( 5 ‘’Y 
phenpaes— \. wy, W. L. STENSGAARD AND ASSOCIATES, INC. 
\ <p 


Ask us to call 
and see you, 
No obligation. 


346 NORTH JUSTINE ST., CHICAGO 7, ILLINOIS 


Specialists in Merchandise Presentation « Demonstration + Displays + Exhibits 


Peay, 9 S24 







































OUR NEXT ISSUE 


How display is handled at Younkers 
of lowa will be the subject of an inter- 
esting article in the August issue .. . 
along with more information of self- 
selection . . . report on the permanent 


exhibit of the Ford Motor Company... 
articles on display in leading cities .. . 
and others of equal interest . . . In the 
| mail August 15. 
a ee 


THE COVER 


This beautiful display was used by H. 
Aiken, Woodward Stores, Ltd., Van- : 
couver, B. C., in celebrating the Coro- 
nation. Aiken modeled the bishops’ 
heads from photographs, and his father 


~ wea. 





made the crown jewels for the displa 
VOLUME 63 JULY, 1953 NUMBER | -ael a color B anedihor by William 
Norrie. 
CONTENTS $ 
Editor's Comment . 16 EASTERN OFFICE 


47 West 57th Street, New York City 19. 
Attendance, Buying Excellent At Display Market Week ; : , , 18 Phone Plaza 3-5989. 
Art Should Be Displayed In Appropriate Surroundings ¥ 
By Kimm Hoffmann and 
Stephen Heidrich . . 20 Western Representative 
The Fabulous Coronation Promotion At Jordan Marsh Kerr & Gillmann, 3038 Beverly Bivd., 
By Albert C. Smith . , 22 Los Angeles 4. Phone DUnkirk 8-0613. 
Chicago Displays Tell The Summer Story By S. Marie Ware . ; 24 * 
A Survey Of Los Angeles Beachwear Display Techniques 
SUBSCRIPTION RATES 
Soc nog sine ow a year for the United 
The Season Just Ahead , : , : , , , , 28 Philippine. along and "spain: all Dmg 
Promotions Coming Up By Louis Gehring 30 ie, &, teed hy Sthemapllines enamiy order 


or New York bank draft. Single copies 40 
7 — a cents. Send all subscription orders direct to 
Manhattan Reporting By Virginia Roehl ; . 32 the publication office at Cincinnati. Changes 
; of address must be reported at least two 
Emporium-Stonestown Is Geared To Self-Selection ee eee ae, Sener. 
° wise misse copies cannot e supplied. 
By Helen C. Hicks . . 34 Entered as second class matter September 20. 
1922, at postoffice at Cincinnati, Ohio, under 
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Simplify Without Sacrificing Sales By S. Froelich . ; , 36 act of March 3, 1879. 
Effective Displays For The Smaller Store By Jim Kiley. : , 38 * 
Display . . . On And Off The Record . , : , , ; : ;' 40 sia 
Display Here And There. , , : ; ;, ,; , ;, 42 ' 









California Comes To Kaufmann's By A. T. Doeffinger . : 44 
How A Railroad Uses Display :, ' : ; : , 46 | 
Trade Personalities By Jim Tupper . : 50 siti saiiteenal 
i B f Association of 
June Medal To Simons , , ; , : , ; ; :, 58 oe a Diaploy Industries 
The Display Parade By Jim Tupper . , , 70 - 
Display Ideas ; , ' ' : , ‘ : ‘ , , 72 . oe ” 
on 
Webb's Country Fair By Vivien Gross , 74 — g 
You get the most value from DISPLAY 
Suggestions For Fall. ; : : ; ; , ; , 76 WORLD when you share it with others. 
See that it reaches other executives of 
your organization and the members of 
See your department. 
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THE DISPLAY PUBLISHING COMPANY O 


407 EAST EIGHTH STREET, GARFIELD 2050-2051, CINCINNATI 1, OHIO es 
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Where is your store’s 





...tn town or the suburbs 7 


. wiih. “No one goes to the Old Town anymore” says architect 
et Pa | \ iit Frank Lloyd Wright, exaggerating a bit. Decentralizing is 


aoe EET 


asd GAN Oe aA ee le in full flow, but city stores do the big volume. And city 


stores will continue to do the big volume for a long time to 


Hits come, store heads say. 
: | : The discussion is academic. Management will have stores 


in town and out, as traffic dictates. 


The store’s real future is INSIDE where properly planned 
Display increasingly determines the conversion rate of traf- 


~ 
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fic into sales. 
For more than 50 years, this organization has worked hand- 
in-glove with the most progressive architects, the most sales- 


conscious store designers, the most ingenious display 











directors, planning windows, counters and interiors that 
induce the top sales dollar from the pocket of the uncertain 
shopper. 











Before you make a final decision on anything in Display — 
mannequins, fixtures, novelties — play safe: talk to any one 





in the Williams organization. 


498 Seventh Avenue, New York 18 © Dot Williams, president 


Mary Brosnan & Durabelle Plastic Mannequins ¢ Pacific Promotions 























W/SHOW-OFF-SHOWCASES... 
CHOCK-FULL 0’ PLASTIC BOXES 


Great New Merchandising Aid! 
Custom-detailed Showcases, 
solid packed with Slide In—Glide 
Out Clear Plastic Containers that 
keep your stock spotless and on 
display, ready for sale. At little 
more than the cost of the case it- 
self you get a completely equip- 
ped Visual Merchandising unit 
that Speeds Selling, Compels 
Buying, Eliminates Markdowns, 
Beautifies and Enhances the ap- 
pearance of your store. Choice of 
popular wood finishes. Heavy 
plate glass top. The transparent, 
Dust-Proof Containers work easy 
as drawers and are the proper 
size for all folded apparel and 
accessories. Will not snag, sag or 
discolor; stay sparkling beauti- 
ful. Built-in Pull Handle and Price 
Card Holder. Complete Satisfac- 
THE SHOW OFF 20 | tion Guaranteed. Order today. 


48%,” long, 15%” deep, 38” high. Boxes 15x11x4”. 
COMPLETE UNIT — SHOWCASE AND 20 BOXES 


#4201 Birch ‘ 
#4202 Blonde Maple 

#4203 Blonde Oak 

#4204 Gray Oak 

#4205 Prima Vera 
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THE SHOW OFF 25 
60%," long, 15%” deep, 38” high. 
Boxes 15x11x4”. 





COMPLETE UNIT — SHOWCASE AND 25 BOXES 


, a ® . 24251 Birch $ 
+4252 Blonde Maple 
; ' 4253 Blonde Oak 
THE SHOW OFF 30 | | 74254 Gray Oak 
7 +4255 Prima Vera 


72%," long, 15%" deep, 38” high. Boxes 15x11x4”. 





COMPLETE UNIT SHOWCASE AND 30 BOXES YOUR CUSTOMERS SEE WHAT THEY WANT — WANT WHAT THEY SEE 

ie bZoltl ai lela Malate Al-3) oem Olt) 10h ic-1-W @lael-lah mellem Cae -t3 3] ell Mad -loli-t re 

#4301 Birch $ buying urge that will burst your beat-yesterday book wide open. 
4302 Blonde Maple ; 

+4303 Blonde Ook Put these silent salesmen to work boosting sales throughout your 


+4304 Gray Ook store. Will pay for themselves ten times over in extra sales and on 
+4305 Prima Vera nilela aelehodime toh alale te 


RED WING PRODUCTS e BELLEROSE,N. Y. 
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Copy Coutrol 


DETERMINES 


RESULTS FROM SIGNS 





PROBLEM: How to get them? 


ANSWER: A review of research on signing shows that 
for maximum results merchandise signs should (I) give a 
reason for buying or suggested use, (2) tell brand name 
and/or descriptive name of item, (3) outline the im- 
portant features of the item, especially those not 
obvious, (4) state the price, including unit of measure if 


needed, as well as the savings on multiple purchases, as 


ttete 





— Tr) Teens teres coe be 


3 for $2.75 where individual price is $1.00. 


Adopt SIGN REQUISITIONS with COPY CONTROL 
which guide the writing of the sign message by using 
rectangles of a predetermined length, so that the writing 
which approximately fills the rectangles is the amount 
of wording that will do the best selling job. The number 


of lines is also controlled by these copyrighted forms. 









DETERMINES 
QUALITY OF SIGNS 





Livee-OScvi 


PROBLEM: How to get it? 








ANSWER: A standardized layout on the machine is a natural follow-thru 
when Copy Control forms are used. Your Signs can whisper or shout, 
depending on your type selection. They will always be clean, fresh, polite, 
suggesting and persuading. 








* Write for Packaged Information M53X, show- S E hi D F R E E 


ing complete follow-thru with description and Packaged Information M53X 


prices on all models of Line-O-Scribe. mee ; 
°.. 
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Address 








THE MORGAN CO. 


3984 AVONDALE AVE. CHICAGO 41, ILL. 
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revolutionary. 


@ new dimension in mannequin design! Most 










dramatic development in plastic mannequin 









manufacturing since the wax figure days! , 





SENSATIONAL NEW ADVANTAGES 


0. prover before, ores repernesnyin in ae % Oui 
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ee Never before ! All movable parts precision-molded ! Accurat: 
fit at all joining points, for the life-time of the mannequin. No 
sockets to t out! No spread seams! Al parts are inter 
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Never before! Sensational new action-waist rernegerses is 
standard on all models assuring greater flexibility of pose 
mn -{ f No ex trey ‘ 


OD reves — hpeeorapens'y a eo Lightest ri 
produce ae Mies W-yearold 

can carry it ee ee INequin can be adits 

“gliding” it across the floor ties t disturbing the ae pe of 


tsAr ~~ yan 
neq IT! ' 


5 Never before ! Clear plastic base with new features: Diagon- 
r floor covering, yet they “grip” the fabric firmly. Non- 


> firm c+ INCE A aq proper hyo } 


~ ee wef Will outlast any mannequins you ve ever had 


Ni face-chec!} 10 chipping! : sair billet 
O surtace cking, no chipping! No more repair bills | 


- | ~ ; . me | a . — 
Beautiful portrait finishes, done by talented artist 


PRICES SEINO NETO sg Pepapalh in the | 
tory of ma ae 


97> “7 Wonder why 
, ductiorg 
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Excitingly different! F 
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Frankel Plastic Molding Co., Inc. 





Dramatically new! | 










Frankel Display Fixture Co., Inc. 
Frankel Plastic Corp. 


493 Seventh Ave., New York 18 


Factory at Leominster, Mass 














A wide variety of Peg-0- 
Panel fixtures permits dis- 
plays of any merchandise 
from shoes to shotguns. 







JOBBER INQUIRIES 
INVITED 


aULT, 'F79 <4 











FOLDING 
DISPLAY SCREEN 














Show Shoee or Shotguns ! 


e INCREASED DISPLAY AREA 
e ADJUSTABLE TO FLOOR AREA 
e FORMS OWN BACKGROUND 
e FOLDS FLAT FOR STORING 





Price per screen 
Panel Size 
“ ’ 14," 
}R” ’ 48” 


Price per screen 


de 











e FREE STANDING 

¢ COMPLETELY ASSEMBLED 
e ELIMINATES WASTE AREA 
e INEXPENSIVE 


Pruce Liat 


ready for finishing, including necessary plastic lacing 


3 panel 4 panel 5 panel 6 panel 
$ 3.50 $ 4.75 + 6.00 + 7.00 
7 OO 9 50 12.00 14.00 
completely assembled with plastic lacing and bot}! sides 
finished in lvory or Pearl ¢ rey 
3 pane! 4 pane! 5S pane! 6 panel 
$ 7.00 $9.50 $12.00 $14.00 
14.00 19.00 24.00 28.00 
Prices quoted f.o.b. Detr 








1095 beaufait — 
detroit 7, michigan 
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with original doll creations 
and all the trimmings 
trom Art R. Cohen 


vet_ver SaNta Clauses 
IN ALL SIZES 


Jolly, lusty Santas with great big smiles that will fill your store or 
windows with Christmas cheer. Beautifully custom-made of rich red 
velvet with white velvet trim. Arms and legs move into any position for 
easy and clever placement. 


14” size $10.50 each 
18” size $13.50 each 
60” size 
60” size available with mechanical moving head and arm $125.00 each 


Santas also available in pastel colors at no additional charge 
Santas in satin at proportionately lower prices 





UGHTWE Gy, INBREAKABLE HOLLS FOR WINDOW and INTERIOR DISPLAY 


Mr. & Mrs. Mr. & Mrs. 
Shopper Santa 


You never saw a homer, more 
Gay shopping couple to lend pleasant Mr and Mrs. Santa 
your displays an authentic, old Beautifully garbed in lustrous 
fashioned flavor. Realistically Christmas color velvets with 
dressed in rich velvets and satins white plush trim. No detail over 
Arms loaded with gay gift ter even to Mrs. Santa's 
packages. Made of lightweight, smart, satin apron Made of 
unbreakable Celastic, for vears lightweight, unbreakable 
of practical use. 21°° Overall He Celastic. 20’° Overall Hr 


THE PAIR $39.50 THE PAIR $3.00 

















Mr. Kristle-Toe Santa Couple Mr. & Mrs. Xmas Cheer 


Kristle-Toes are light-weight, moulded of Gay Santa couple are mounted on a frosty Mr. and Mrs. Xmas Cheer are carefully 
rubber, and self-standing. Red, green or white plaque trimmed with a trosted pine clothed down to the last tiny detail, such 
gold covered bodies with non-tarnishing decoration with metallic cones. Couple are as his black, simulated tur coar. Mounted 
sparkle Red or white velvet skirt and richly and authentically clothed In red on frosty-white plaque decorated with 
collar. Head decoration with finial, bell, velvet trimmed with white plush. 30” long trosted pine and metallic cones. 30” Long 
or tufted as shown. 20° Overall He and 25 Overall Hr and 2§”° Overall Hr 


each 9] 7-50 COMPLETE SET as shown °3()-00 COMPLETE SET as shown 939-00 


ART R. COHEN CO. « $10 PENN AVENUE + PITTSBURGH 19, PA. . your most 

















Carol Singers 


Your Christmas displays will really ‘‘sing™’ 
when you build them around this group 
They are custom clothed in plush and 
velvet in the authentic old English style, 
carefully detailed. Lightweight, unbreak- 
able Celastic. 21’’ Overall He. $94 50 


SET of 3 
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Starlite Sets 
Tiny, clear, miniature starlite bulbs present a 
soft and pleasing star effect. Available in green 
or white wire. Wired in parallel, complete 
with transformer. Each bulb lights inde- 
pendently. A. C. only. 


20 lite sets....$ 7.95 40 lite sets....$12.95 
60 lite sets... .$16.95 


Blinker Lite Sets 


These sets are similar to the Starlite sets except 
that each lamp lights and flashes on and off 
independently, achieving a pattern of light 
in motion. Available :n green or white wire 
complete with transfor.ner. A. C. only. 


20 lite set... .$10.95 40 lite set... .$19.95 
60 lite set... .$27.95 
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Fancy Hand 
Decorated Ornaments 


These hand decorated tree ornaments have been 
made by craftsmen for many generations and 
are turly the most unusual ornaments that 
have ever arrived from across the sea. You will 
thrill to the glamor and old fashioned spirit 
that they will add to your Christmas displays 


#A $4.50 dozen 
#B =$4.00 dozen 
#C = $5.50 dozen 
#D $6.00 dozen 
Packed assorted colors and designs to the box 


3:,"" diameter 
4’’ diameter 
4',"" diameter 
4’’ diameter 


% 
& 4 
»* . . 
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Shiny Brite Balls 


Shiny Brite Balls are pertectly formed and 
rounded and unequaled tor their beautiful and 
flawless colors. Will add the right touch of 
quality and beauty to your Xmas displays 
Packed one dozen of solid colors to the box 


$ 3.50 per gross 
$ 9.00 per gross 


$18.00 per gross 
$24.00 per gross 
$12.00 per dozen 
Choice of colors: 
silver, emerald green, purple, natural gold, cerise, 
pink, red, turquoise, chartreuse, and royal bive 
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Angel Hai lass hireproot 
2 Ib. box $ 2.50 
10 lb. boxes $11.50 


Light blue, — chartreuse, red, dark blue, 


yellow, dark green, turquoise, white 


Colors 


$ 3.75 
$16.75 





Soft and pliable for puffing and draping 
100% fireproof 40°’ wide. Available in 
white and same colors as angel hair 

$3.75 
$17.50 


10 yd. package 
50 yd. package 
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Satin Kibbons 


100 yd. roll 1,000 yds. 
$ .90 $ 8.00 
$11.50 
$15.00 
$2.75 $25.50 


50 yd. roll 1,000 yds. 


$2.50 $47.50 

$3.75 $67.50 
500 yd. rolls %°— $1.10 
500 yd. rolls %‘'—$2.50 


ALL COLORS available 





Metallic Foil Papers 


Silver Glo 
Natural gold 
Coronet Red 
Midnite blue 
Cerise 
Turquoise 
Surprise pink 
Emerald Green 
Chartreuse 
Shocking pink 
Ice blue 
Copper 
Bottle green 
26" Width 


300 ft. roll.... 

Write for prices on larger quantities 

FANCY PATTERNS AVAILABLE 
Write for booklet 


MAIL ORDERS 
PROMPTLY FILLED 


Member NADI 





Modern Display Equipment 


810 Penn Ave., Pittsburgh, Pa. 


DEPENDABIE SOURCE FOR COLORFUL CHRISTMAS DISPLAY material. 








How to Build Temporary Exhibits 
Quickly, Easily and Economically 


Among the many itinerant displays touring the country at the present time 
is a group of eight original oil paintings depicting scenes from Lloyd D. Douglas’ 
best selling novel, The Robe. These works of art, which were painted by Dean 
Cornwell for use in the preparation of movie sets for the $4,000,000 technicolor 
filming of The Robe, are being shown in one store in each city. 





To dramatically present these inspiring paintings in an appropriate setting 
normally requires a large expenditure for materials and costly carpenter work 
in addition to hours of preparation and work. 


With temporary exhibits such as this one, “Module Type” Steel Deca Poles 
enable you to erect the complete exhibit in a minimum of time and with little. 
if any, additional material and carpenter expense. Deca Poles support the 
double face masonite background on which the paintings are hung. The 
additional poles serve the double purpose of supporting the overhead canopy 
and of holding the rope that restricts the area and forms a line of traffic flow. 


All the elements of the display — the sign board, the background, the 
canopy were finished in the display workshop by displaymen — thus avoiding 
costly carpenter bills. Once all the elements were assembled, the entire display 


was erected in less than two hours by one experienced displayman. 

Because of their modular construction, Deca Poles are ideally suited for 
exhibits and showings such as this one, accommodating any ceiling height from 
$1 in. to 25 ft. In addition to this use, “Module Type” Deca Poles are excellent 
for erecting free-standing window and interior displays — offering vou the same 
money-saving advantages. 

Get the complete story on Deca Poles. Write for picture-packed Broadside 
No. 40D today. 


Garrison-Wagner Company 


2018 Washington Avenue St. Louis 3, Missouri 
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ORDER A 
DECA POLE 
“STORE-TEST” SET 


The best way to measure the value 
to you of the “Module Type” Steel 
Deca Pole is to “store-test” it in your 
own display department. To help you 
do this, we have prepared, as a pack- 
age unit, two Standard “Module Type” 
Deca Poles with an assortment of ac- 
cessory fittings sufficiently complete 
to enable you to fully explore the 
possibilities of these dramatic display 
props at a relatively small cost. The 
complete set consists of: 
2—-MS-36—Standard “Module 

Type” Deca Poles to ae- 
commodate ceiling heights 
from 31 in. to 12 ft. 6 in. 


Price, ea. $16.50 
2—-Ms-34-S—Card or Frame 

Holders. Price, ea. $ 1.50 
2-—MS-35—Face Plates without 

Flange. Price. ea. S <a 
2—-Ms-39—-Face Plates with 

Flange. Price. ea. $ 1.00 
2-—MSs-33—-Drapery Clips. 

Price, per doz. $ 2.50 
2--MS-38-——Pole Clamps. 

Price, ea. $ 1.00 
2—-MS-32—-Batten Brackets. 

Price, ea. BS wae 
2——Ms-31—Picture Hooks. 


Price, per doz. $ 2.00 

Total 16 pieces, all in ice blue baked 

enamel finish. Price for the complete 
Deca Pole “Store-Test” Set 


$42.95 


FF. O. B. St. Louis 


To accommodate ceiling heights 
over 12 ft. 6 in. extra 30 in. modules 
are available at $2.75 ea. 
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YOU CAN DOIT! Use these diagrams 
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with MASONITE PRESDWOOD 


Bring them back from vacation and into your store with settings like this... 
easy to build out of Masonite Presdwood. Follow the sketches above as a guide. 
Place the brick wall with arm and bell in front. Use the cut-out panorama with 
school bus as a backdrop for your display of school togs. 
When the promotion is over, don’t throw out your Presdwood panels. 
You can saw up the larger pieces for smaller jobs...even for maintenance purposes. It’s easy to 
re-paint the smooth, flat surface of this grainless, all-wood hardboard. 
It has proved itself to display men everywhere, including others in your town. 


See your building materials dealer for Masonite Presdwood* —in 33 types and thicknesses. 


better hardboards for better display. 


dn, MASONITE ° 22707710" 


JULY, 179¢ 11 

















-- AND BE CONVINCED 


There is nothing like the 
for speed for flexibility 


In singles or multiples, it produces more Unlimited choice of type, color combina- 
signs per day. Turns out professional jobs tions, and layout — vertical, horizontal, or 
in minutes — duplicates in seconds. angular. Prints halftones or other cuts. There 


eo are models to handle all requirements. 
Makes all sign jobs a matter of pennies. , 


Quickly pays for itself out of savings .. . Easy to operate. Not a complex machine. 
And it’s built to last for years — backed by Requires no special skills or experience. 
a sweeping 5 year guarantee. 















See the one and only 

Showcard Machine 
before you buy 

sign-making equipment 














SAA 


1196 Merchandise Mart, Chicago 54, Illinois 
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WALK ON IT! JUMP ON IT! IT’S UNBREAKABLE! BEADED CRYSTAL STARS AND SNOWFLAKES WITH 
Beaded crystals of light fused into thermoplastic pan- THE SPARKLING BRILLIANCE OF SUN-STRUCK ICICLES 


els—from 4” square to 2 ft. by 6 ft.! Use it as floorings 


in uniform or checkerboard effects ... as screens... GLITTER LITES are complete with imbedded 
as wall panels. . . or band-saw it into any desired dis- GE No. 46, 2000-hour bulbs for use in 20- 
play treatment. 7 colors: Crystal clear, red, blue, light transformer sets, or the 20-light sets 
green; Opaque white, black, red. PLUS SPECIAL that require no transformer, and blinker 
COLORS TO ORDER. sets. 





SEE YOUR NEAREST DEALER OR ORDER DIRECT 



















































SIZE CRYSTAL CLEAR COLOR PACKING 
| 4” X 4 | $3.00 doz. | 3.30 doz. | 3 doz. to carton | GLITTER LITES EQUIPPED WITH GE 2000 HOUR BULB 
| 12x 12”] $15.00 doz. | $16.50 doz. ay “Sia ee eae i. ion 
12" X 72''} $7.50 each | $8.25 each | V2 doz. “ - ate tricaheenms (NRE esses A onpnnmmmelinien marc, i Mangan tin. Somes 
18" X 72" $11.25 each | $12.37 each ]¥2 doz.“ “ | | SNOWFLAKES) 31%” 45¢ ea au Vee .60¢ ea. 
24” X 72"| $15.00 each | $16.50 each on ~ ~ © 














WEATHERPROOF! LIGHTWEIGHT ! 
UNBREAKABLE ! ECONOMICAL ! 


COLLOID TREATED FABRIC 


LEADS THE PARADE 


Here are a few of the hundreds of users of 
“Celastic’’—the fantastic plastic: 

Macy’s ... Eaton’s... J. L. Hudson 
.. Jordan Marsh . .. Chicago’s State 


A view of the 60 feet high Kachina Dolls St. (Christmas Parade and Decorat- 
featured at Arizona State Fair — constructed th . ) B & Bail 
of “Celastic’’ by Arizona Attractions, Inc. —> mons)... arnum auey... 


Arizona State Fair...Danbury Fair. 
Today's Most Flexible and Preferred Medium 


For Floats and Store Exterior & Interior Displays 


ft 
y ait 


ORDER DIRECT—NOT SOLD THRU JOBBERS 


iC * NATIONAL DISTRIBUTORS—U.S.A. AND CANADA 
p | Close On a a a, ee, Oo eee. ae ee eee, bone ee a 
A alters Inc, 156 SEVENTH AVE. NEW YORK 1, N_Y. 


Algonquin 5-2308 
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GRAPES AND LEAVES 48 in. x 25 ft. Purple on Prim- 
rose CorroDEK. Corrugated face. 


C-476 









$4.40 per roll 





FOOTBALL PANO-MURAL 40 in. 
six colors, four repeats. Corrugated face. 
sishobocal $5.50 per roll 








TALL 


PROFIT 
MAKERS 








x 19 ft. Printed 





FOOTBALL VALANCE 10 in. x 50 ft. Printed six colors. Scalloped edge. 
Corrugated face. V-629 . | 
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...$3.80 per roll 


— — - j SHERMAN PAPER PRODUCTS CORP. D7 
re lela. guandpnuend r sia dieploy 156 Oak Street, Newton Upper Falls 64, Mass. . 
erials, see your local distributor! | 

, Gentlemen: 

Please RUSH my free copy of your four-page colorful FALL DISPLAY i 
LE cure | 
NAME nnn ceseecssssesscsssnensessssesssnsesesssnscensnssecsesossecsssneesssnnesensenseessnanecsesesseseeston a | 
PAPER PRODUCTS CORPORATION | -0135 00 
t 
NEWTON UPPER FALLS 64, MASS. ‘ 
CHICAGO NEW YORK LOS ANGELES EEE LER REM EON RI aN. 
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7517 beverly boulevard .. 





. los angeles 
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full round, paper- 
mach?. 35 inches 
from nead to toe. 
$89.09 
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DISPLAY WORLD 
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Take your pick of 
these display boards 


RIGID OR FLEXIBLE . . . PEBBLED OR SMOOTH FINISH... 
1/10 TO 1/2 INCH . . . PRE-PAINTED OR SIZED FOR 
SPRAYING ... CREAM, WHITE OR 6 DUO-TONE COMBINATIONS 








Your work becomes so much easier, your displays so much more effective 
—when you have the right board for every job! And you get a more complete 
selection—with no sacrifice of quality or price—when you specify Plaster- 
gon Wallboard. So don’t limit your designs to one or two boards. Take 
your pick of seven popular job fitted Plastergon wallboards. 














BUCKSKIN READY BEND DUO-TONE PERFECT-O-CELL 

1/10” pebbled wallboard 2-color wallboard in 6 3/16", 4 ply, pebbled 

especially useful in dis- different color combina- wallboard, extra sizing on 

play work. 4’ x 8’ panels tions. Four ply . . . 48” both sides. Cream color. 

. .. 20 pieces per bundle. wide ...6 to 12 ft. long. 48” wide, lengths 6 to 12 
Bundles of 12. ft. 12 pieces per bundle. 
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FOR BACKGROUNDS, 
CUTOUTS, OR 
CONSTRUCTION 
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MAMMOTH ECONOMY BUDGETAIRE PAINTCOTE LOCKAIRE PAINTCOTE 
Approximately %”, 5 A lot of value at low cost. 5/16” insulating board. 4%” insulating board. Lic- 
ply, pebbled wallboard of Smooth finish both sides. Licorice root fibers. Fac- orice root fibers for great- 
great beauty and strength. 4ply...48” wide...6 tory painted one side. er strength. Factory 
48” wide, standard lengths to 12 ft. long... Bundles 48” wide... 6 to 12 ft. painted one side. 48” 
6 to 12 ft. Bundles of 10. of 12. Bundles of 10. wide... 6 to 12 ft. 
* THE PLASTERGON WALLBOARD CO. [] Duo-Tone : 
° P. O. Box 40, Sta. B., Buffalo 7, N. Y. [) Buckskin : 
P F AS TER GON e Please send samples and free descriptive Ready Bend ° 
* literature on Plastergon Products as [] Perfect-O-Cell - 
: checked. [] Mammoth ; 
Wallboards : -  Beonomy | 
‘ Company: ST ae ce rs C] Budgetaire 7 
THE PLASTERGON WALLBOARD COMPANY aad Paintcote : 
P. O. Box 40, Station B, Buffalo 7, N. Y. . — a Lena <s 
Cable Address, “Plastergon” * Phone Riverside 3370 ee Paintcote : 
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The other day I had occasion to inspect a new store of the semi- 
department store type handling medium and lower price merchandise. The 
exterior of the building was attractive with simple lines and the store 
name in plain aluminum letters acroSs the front, with the windows 
neither particularly good nor particularly bad. Inside, the merchan- 
dise was displayed in self-selection style on tables with step-up 
shelves of glass in pyramid form above them. There were escalators 
for the three-level operation and the whole store looked modern and 
business-like. But there was one glaring fault: the signing was 
deplorable. There in a store depending so obviously on the customer 
to select his own merchandise, major card copy was limited to some- 
thing like "Handbags...$2.69" or "Blouses...$3.98...regularly $4.98." 
There was no descriptive selling copy of any kind, department identi- 
fication signs were rare, and there was no clear designation of sizes 
and prices. It was as if someone had started out to do a good job of 
retailing and had quit before it was finished. 

I believe that the place of Signs in retail stores today is more 
important than it has ever been before. Although many stores seem 
content to use signs which do nothing whatever in the way of presenting 
informative, selling copy, the trend is definitely away from this 
short-sighted policy. Furthermore, it is inevitable that the increas- 
ing use of self-selection selling will focus still more attention on 
the importance of signs and the copy they bear. This is good, for 
signs -- intelligently used -- can do far more of a sales job than is 
generally realized.... 

We receive inquiries from time to time asking how articles in 
DISPLAY WORLD originate and how they are handled in preparing them for 
the magazine. Many of them have their origin when a displayman sends 
in a group of photographs of displays for some special promotion. If 
they seem to have general interest and article possibilities, corre- 
spondence or phone calls usually get the necessary information from 
which the article is written. Or more rarely the displayman prepares 
the article and sends it along with the pictures. Many articles are 
suggested by the correspondents which DISPLAY WORLD has in major 
cities; they learn of important local promotions in which display 
figures prominently, for example; they see the displays at first hand 
and can interview the display manager on the spot. From this an article 
outline usually is prepared and submitted to the editorial department 
where it is approved, or suggestions made for improvement, or it is 
refused. Once the outline is given an OK, the article is written. 

When received here the finished article is edited, and the manu- 
script goes to the printing department to be put into type. When this 
is done it returns to the editorial department where it is read for 
typographical errors and returned to the printing department for 
corrections; these are completed and checked once again. In the mean- 
time a layout has been prepared for the article and the space required 
for it estimated and set aside in the issue where it will appear. Also 
in the meantime the photographs for illustrations have been selected, 
their reduction sizes figured, and they (Please turn to page 62) 
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We reproduced it actual size, faithful 
to the original in every detail. SS 


When we say we'll deliver, we deliver. ne 


Those lads at Pacific Promotions 
have what it takes. Don’t know anybody + in 
in the country quite up to them. 
Murals by Cipriani, well-known painter 


MGM were so impressed, they asked lo 


to use it in their next Super-Colossal. 





Mel Hoffman of Pacifie Pr 
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WE CAN DO IT FOR YOU! 





JORDAN MARSH COMPANY 


BOSTON 


June 24, 1953 





Miss Dot Williams 
D. G. Williams Co. 
498 Seventh Avenue 
New York City 





Dear Dot: 








I am very happy to inform you that the Coronation Coach and 
Procession was received in excellent condition and exactly on 
scheduled date. 


The artistry and craftmanship on the coach was superb, and 
I hope you will express my thanks to the fine workmen who did 
such a magnificent piece of work. 


Our exhibit has been an outstanding success, with most 
favorable comment from customers and store executives. 








Please accept my thanks in behalf of Jordan Marsh Company 
for your fine cooperation and service in preparing this display. 





Very truly yours, 


JORDAN MARSH. COMPANY 











Walter V. Krysto 
Display Director 
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Many display directors don’t realize | 

how much more we make than just mannequins. 
Actually, we are one of the few houses prepared 
to tackle Big Displays and come through 

with flying colors. Yet we do little decorative 
props for the smallest specialty stores 

in the country. Versatile, that’s what we are. 
Among our recent Jobs: Bloomingdale’s lingerie 
and corset section; Rogers Peet new 
Fifth Avenue fixtures. 
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Attendance, Buying Excellent 


Hk annual Display Market Week con- 
ducted by the National 
Display Industries at the Conrad Hil- 
ton hotel in Chicago June 27-July 1. will 
probably be rated as one of the most suc- 


held 


Association ot 


cessitul of those thus tar by the 
association 

Krom the displayman’s standpoint the 8&6 
exhibitors at the hotel, the firms 


which showed in their own showrooms, and 


(Chicago 


a small group at the Congress hotel had a 
wide variety of products to offer, with new 
items and a fresh approach in many of the 
From the viewpoint of most exhibitors, 
good in a 
purchases 
which 


lines 
good extremely 


Cases, helped out by 


business Was 
number oft 
from delegates to the furniture show 
the city at the time 


{ omplaints were heard from some of the 


was In progress in 
displaymen present about the high prices on 
some of the items, and on the way 1n which 
the exhibits were scattered about the hotel. 
\ number commented that they had to pass 
up items they wanted because the cost 
seemed excessive. 

At the close of the show 


by John Bowman, 


it was estimated 
. managing director of 
the NADI, that 2,300 persons had registered, 
not including exhibitors and their staffs. 
Of this figure, which is roughly 500 more 
than at the 1952 Market Week, about 460 
were jobbers, Bowman said. 
During the meeting of NADI members 
which preceded the show it was decided 
to hold the December Market Week at the 
Hotel New Yorker, New York City, Decem- 


her 6-10. The same hotel will be the site for 


the June show of 1954; the dates are June 
19-23. 

At the meeting I[. T. Vierheller, 
Garrison-Wagner Company, St. Louis, was 
president of the association, suc- 
ceeding Silvestri, of Silvestri Art 
Mig. Company, Chicago. Other officers are 
Waldman, Standard (Com- 
pany, Dallas, first vice-president; Fritz Olt- 
manns, of the Omaha firm of that name, 
second vice-president; Warren A. Gallagher, 
C oy, Disbrow & Co., New York City, secre- 
and Richard J. Adler, Adler-Jones 
Company, Chicago, treasurer. 

The board of directors 1s made up of 
(;eorge Silvestri; Earl W. Gasthoff, Earl W. 
Gasthoff Company, Danville, Ill.; Albert 
Bliss, Bliss Display Corporation, New York 
City; Lawrence J. Charrot, The L. J. Char- 
rot Company, Inc., New York City; Sylvan 
Freund, Decorative Plant Corporation, New 
York City; Philip S. Gray, Schack’s, Inc., 
(Chicago; Alvin M. Mendle, American F1x- 
ture & Mfg. Company, St. Louis; Trow- 
bridge H. Stanley, L. A. Darling Com- 
pany, Bronson, Mich., and W. L. Stensgaard, 
of the Chicago firm of that name. 


Same 


elected 


(;,corge 


(Charles Kixture 


tary, 


—In the first photograph, at the left is |. T. 


Vierheller, new president of the National 
Association of Display Industries; in the center 
is George Silvestri, retiring president; at the 
right is W. L. Stensgaard, of the NADI 
board of directors and president of the 
Point-of-Purchase Advertising Institute .. . 
Upper right, part of the crowd which attended 
the display forum— 


One of the features of Market Week was 
the display forum held in the early evening 
of June 30, attended by approximately 500 
persons. Randall H. Cooper, president of 
Chicago's State Street Council, served as 
master of ceremonies. The first speaker 
was Harold K. Melnicove, assistant vice- 
president and director of merchandise pre- 
sentation for The Hecht Company, Wash- 
ington. He said, in brief, that there is a 
great need for retailers to concentrate on 
plain salesmanship and to pay less attention 
to things of little importance. He pointed 
out that promotions must be studied care 
fully for their maximum possibilities, and 
that checking their results should be stand- 
ard procedure. Melnicove several 
times that retailers should 
tancy about copying selling methods 
have proved of value to others. 

“Christmas is the Fashion” 


stressed 
hesi 
that 


have no 


was the 
title of an address by Marjorie M. Reich, 
director of fashion, Halle Brothers Com- 
pany, Cleveland. She said: 

There is no business in America that has 
surrounded itself with quite as much mystery 
as fashion. Strangely enough even those in 
the field regard it and themselves with a 


—Below, Peter Schott, American Fixture & 
Mfg. Company, St. Louis, and Mrs. Schott. . . 
Center, two old-timers in display — Leslie 
Slack (left), Wurzburg's, Grand Rapids, and 
Elisworth Bates, Baron Brothers, Madison, Wis. 
. . . Lower right, Shockey Wien, who won the 
Servel "Wonderbar" at the forum; he is with 
Peoples Outfitting Company, Dearborn, Mich.— 





sort of wondering air. Fabulous tashion, 
something in which millions earn a living, 
has succeeded in glamorizing itself much 
more than the millions it tries to glamorize. 
Stores the country spite of well 
informed, fashion 
hush air 
when at periodic times during a vear they 
sit down to dream up a fashion promotion. 


ove’, in 
conscientious 
staffs, still get a nervous hush - 


capable, 


Will it be a new color? A new designer: 
A new silhouette? Will it be all three? 
“What can we do that will be different?” 
is the uniform cry of stores everywhere 


And those capable fashion staff members go 
into conference or 
markets, 
and start the wheels going round. 


seclusion, in libraries. 


wholesale or offices 

I get just 
during the 
dressing up period, and then more nervous 


apartments 


as nervous as my colleagues 
as I grow angry with myself for becoming 
victimized ... for believing in the mystery 
of fashion. It’s bosh, and I know. it. 
fantastic and fabulous, but it’s 
probably more practical than any of us who 


Fashion is 


work in it, because fashion is what we wear, 
when we wear it, why we wear it, how we 
wear it, what we do with it. 

It isn’t the fashion, it's what we do with 
it that counts! There aren't any new tricks 
to the trade, it’s doing the old ones superbly 
well that is important. It’s taking all the 
usual conventional sales promotional chan- 
and funneling them along a smooth, 
running course. 
a good game, on the same team. It 


wide for 


nels 
It's making everyone play 
s keep- 
ing our eyes open ideas, selling 


those ideas to our 


organizations, to our 


At Display Market Week 


resources, and then to our. customers 
As we look around this ballroom, repre 
senting as we do so many different kinds 


of businesses and agencies that service every 
kind of from 10c¢ 
we re most 


Tiffany's, 
with 
are, how dit 


store ones to 


probably impressed how 
different from one another we 
ferent are our problems, our volume, ou 


fashion standing in our communities, our 
sut we all have the same 
which to game ol 


the same implements are at out 


way of operation. 


cards with play our 


fashion 
command. 


(Christmas is the time of pageantry and 
gayety. Its a time of enchantment. A time 
when the emotions from our heart take 


precedence over anything our head or budget 
might tell us to do 

It is easier to make people feel than to 
make them think. 
much longer than tacts. 


Feelings are remembered 
Kk veryone can hum 


“Over There” but how many of us can 
recite even one of Wilson's’ Fourteen 
Points? A pleasant feeling about a= store 
means customers that is what the late 


—Above, three of the forum speakers .. . 
Upper left, Harold Melnicove, The Hecht 
Company, Washington; center, Walter Krysto, 
Jordan Marsh, Boston . . . Right, Robert Kenney, 
J. L. Hudson Company, Detroit . . . Below, at 
the speakers’ table are George Silvestri; 
Robert Kenney; Marjorie Reich, Halle Brothers, 
Cleveland; Randall Cooper, State Street Coun- 
cil, Chicago; Harold Melnicove, and Walter 
Krysto . . . The final photograph shows a 
typical Market Week scene— 








great Marshall Field perceived when he 
formulated the precedent-shattering formula, 
“the customer 1s always right.” That is 
why displays must look natural, human, 
believable. If possible, even gay. A sense 


ot humor ts indispensable in any business; 
in display you just can't get along without it 
Fashion: we makes out 


love it: what 


customers buy it? The emotions that move 
should be the 
planning of 


Fashion at 


them to buy moving tactor 


im = 6youl (hristmas 


displays 


(hristmas time. in the hands of 


talented display people like you with your 
vivid imagination and your great artistry 
is a wondertul game its like being 


a deck of cards in which all 
the hearts are aces 


presented with 


Lets deal our first ace of hearts thi 
“ace al price It’s pride that sells sleek. 
shiny Cadillacs. It's the pride in being 


dressed as up-to-the-minute as her neighbor, 
its the pride that comes from giving a well 
chosen gift. Play up to pride with the news 
in merchandise, with the wondertul packag 
ing the artists like 


Play up to 


great design Loewy 
pride with the 
showing of the best in the prettiest kind ot 


wrapping 


have done. 
Play up to pride with confidence 
because pride in fashion will sell Christmas 
merchandise 

Next in our Christmas deck comes the ace 
otf ownership. 
potent 
picking tor Christmas things they themselves 

And the 
little bit of 
page js | 


The emotion of ownership is 


a very one. People have a way of 


would want to own emotion 


causes the giving of a onesell, 
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Art Should Be 


VER since the days ot Duveen, the 

great art collector and brilliant art 

salesman, art has become increasingly 
interesting for the American public. There 
are many aspects to art in general. Art as 
Duveen knew it was of a pictorial nature 
and mostly two-dimensional. This type of 
art had its appeal for various 
First of all it offered spiritual and esthetic 
values. It rather, 1s, desirable for 


reasons. 


Was, OT 
the inspiration, the beauty and the ideologi 
that with a work ot art 
rarity it may create the 


cal message come 
Due to its 
to own it, may it be attractive and in good 
condition or just a mutilated relic of religt- 
nature 


desire 


ous or cultural 
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As a collector's item it may take the 
place of an investment in sound commodi- 
ties or in a speculative stock that seems to 
promise a great rise in value in due time. 
Kducationally a work of art may increase 
the knowledge of the student and complete 
a collection of a museum. 

Much excitement is connected with the 
creation, the finding, and the displaying of 
art. But it is not only the passive interest 
of a contemplative nature that has been 
kindled by Duveen. The active participa- 


tion in the creation of art has been on the 
Artists have come 
They 
surprising 


increase for many years. 
from all walks ot life. 
start as amateurs. It is 


frequently 
and 











exciting to discover how many well known 
painters — and especially in our time — 
were practicing other professions 
they became well known masters. 


before 


In our days children at the earliest age 
encouraged to build up their artistic 
potentials, inherent to all of us. Grand- 
mothers and grandfathers enrich their lives 
by starting practicing the arts. Physicians 
close their offices and retire to paint. 
Mothers start illustrating books for their 
children and suddenly find themselves 
catapulted into the ranks of true artists 
or of commercial illustrators. 


are 


The human interest angle of the arts has 
been utilized by large department stores in 
recent Art has influenced our 
advertising and thus even the less familiar 
and more extreme aspects of visual art have 
found a way of making the acquaintance of 
the layman. Decorative furnishings, fashion 
and packaging are nowadays taking their 
cues from art. Forms, lines and colors from 
the fountain pen to the oceanliner are 
developed by men who have studied the arts 
to perfection; their renditions have raised 


year®rs. 


Displayed In 


the taste level of our contemporaries. And 
thus it does not surprise us that the market 
for art, for pictures, for posters, for pho- 
tography is getting greater every day, that 
more galleries are born and that the “thing 
esthetic,” highbrow and lowbrow, 1s_ no 
longer an unknown quantity to the general 
public. 

Hence the need to plan galleries. Galler- 
ies big and important and comparable to the 
museum; galleries small but ambitious, 
starting out in ae three-room converted 
apartment in the business district of the 
big city. Here is the example of just such 
an attempt: 

The readers of DISPLAY WORLD have 
frequently read the latest reports on the 
progress in the use of light, and 
These established laws apply 


color, 
presentation. 
to cosmetics as well as to compositions in 
oil and water-color. 

Oil 


be seen 


light and can not 
certain angles; so do the 
protecting framed _ water- 
A dark painting in a 
dark corner on a dark wall is another 
impracticability. The goes tor a 
pale water-color in a sunflooded corner on a 


paintings reflect 
from 
glass surfaces 


colors and etchings. 
same 


white wall. 

Angles of display, colors for the back- 
ground, and types of lighting become of 
utmost importance to the gallery or depart- 
ment intent on selling art. Noisy floors, 
the lack of chairs or any furnishing that 
may help to relate the picture to its future 
home are not conducive to contemplation 
and acquisition. Tangibles as well as at- 


—At the top of the page is the author's sug- 

gestion for the display of fine art... Left, how 

the same treatment might be adapted to 
department store use— 


DISPLAY WORLD 























mosphere must be considered in the aim to 
win a new art-lover. 


Pictures, like people, are individuals and 
no rule applying to one will apply to all. 
Rather than set up a strict formula for the 
presentation of pictures, the designer must 
provide a flexible machinery that will enable 
the change of light, color, and angle of 
presentation to suit the picture and in the 
most convenient, inexpensive way. 


It all boils down to the fact that you 
need a touch of atmosphere; that your back- 
ground color must be changeable without 
effort; that your lights must be able to 
travel, to turn, and to swivel. 


In this three-room converted city apart- 
ment — in a city block as business-like as 
you please — in a building now occupied by 
offices only, we were confronted with one 
room about 40 feet by 12 feet, with windows 
on one side, located on the 12-foot wall. 
This room must have been originally two 
rooms of 20 feet length each. Next to the 
front section with the windows 1s another 
room only 20 feet long, also with two 
windows. This smaller room was designated 
to be the office. 


The method by which the lighting was 
planned is rather simple, once it has been 
developed. Metal pipe-rack poles were 
erected a few inches away from the wall, 
carrying on their cross connections clamp- 
on swiveling projectors which can be lifted 
and pushed up and down, to the right or 
left. These lights can be adjusted accord 
ing to the individual needs of each picture. 


—Top, suggested treatment for the private 
office of an art dealer . . . Center, detail of 
the removable picture background . . . Right, 
for a display of fine books— 
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The same pipe-racks are used also to 
carry expended metal sheets, which in turn 
are hung loosely over a cross connecting 
pipe. Pictures are easily fastened to these 
metal sheets. The fact that these sheets 
can be removed makes it possible to paint 
the right background color tor each painting, 
without painting the whole wall or sections 


of it. The wall remains a pleasant light 
gray. The floors are a dark gray marbleized 
linoleum and the curtains are made of a 
crisp white silk gauze. In front of the 


curtain a table for plants has been in 
stalled. The elegance of the simple curtain 
and the liveliness of the green plants add 
that touch of home atmosphere that lifts 


[Please turn to page 63) 








By KIMM HOFFMANN and 
STEPHEN HEIDRICH 
Designers, New York City 






































he Fabulous Coronat 


Noa display that will live lony 


memories of those who witnessed it. 


panorama 
ma the 
the Jordan Marsh Company, Boston, paid 
tribute to the elizabeth 11 
throughout its witeriors, and its 


(Coronation of 
windows, its 
advertising space during a two-week period 
starting just before the Coronation and ending 
a Tew atte 

behind this great 
M ton, 


wally 


With 


day: Phe mspiration and vision 


event came from kk. k 


president of lordan’s. who mamtams 


close contacts mn england 

being one of the 

Walter 

lordan’s display manager, was dele 
start the 


before 


display naturally 


factors m such ane event. 


gated to organizing of material 


many months Krysto made a_ trip 


to Ingland to seek out priceless originals, 


SOUVCTIII merchandise, one of al kind facsimiles, 
historical data. types of 
essentials to put the occasion 


pictures, and = all 


across m dis 


play lhe care and = zeal required were 


especially trying in this type of an exhibit 


where authenticity must be absolute even 


with the 
window space plotting it took the full staff and 


months of advance planning and 
several extras three days to take care of the 
actual installations 

Undoubtedly one of the most breath-taking 


creations made to Jordan’s exacting require- 
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ments was a life-size replica of the Coronation 
coach, authentic even to the most minute de 
This 
Hall. 


weighed 


tail in the panel paintings on the doors. 


was installed in Jordan’s Exhibition 


The coach was of papier mache, it 


700 pounds and was 24 feet long, 12 feet 
high, and & feet 


action, it had a team of eight life-size horses, 


wide. In a suggestion of 


each weighing 60 pounds. These were in 
charge of four life-size grooms and four life 
Daintily within the 
coach was a sculptured model of Queen kliza- 
heth 
more than 100 rect ot the center of the hall. 

Since Jordan's felt that the dignity and high 


should be 


SIZC postillions seated 


The coach and horses reached across 


tradition of the Coronation 


a concentration of display in itself to permit 


story 
full appreciation and appeal to the window 
lookers, if 
with the 


was arranged without correlation 


imported merchandise along more 


—Although Jordan Marsh imported great 
quantities of English merchandise for sale dur- 
ing the store's Coronation promotion, store 
officials felt that it should be secondary to the 
spectacle of the Coronation itself. Accord- 
ingly, the merchandise was subordinate to the 
trappings of the ceremony in almost all of 
the window and interior displays. Typical 
windows are seen above— 
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ion Promotion 


than a 144-foot stretch of clear glass front. 
Here was prepared along a mechanical track 
a complete duplication of the Coronation pro- 
cession, all winding through reproductions of 
The items here 1n- 
royal 


famous [London streets. 


cluded miniatures of the coach, the 
and regiments of soldiers. 


of win 


* Beefeaters,” 

()f outstanding interest 
highlights in the life of the 
effects here 


were sets 
dows depicting 
queen. Scenery, pictures, and 
were prepared in England according to spect- 
These settings 
included subjects childhood of 
Her Majesty, her married life, the Tower of 
London, Westminster Abbey, Windsor castle, 
suckingham palace. Other 
displays 


fications outlined by Krysto. 
such as the 


and the interior of 
objects of interest in these window 
were replicas of the crown jewels and _ the 
dress uniforms of the queen’s troops. 

During the Coronation exhibition the main 


display area of especially gathered items and 
import merchandise was Jordan’s [Exhibition 
Hall. 
corded the 
items were carefully arranged in art gallery 


Here again specific attention was ac- 


Coronation story exhibit; these 


hall. The 


previously 


side of the 

taken up as 

noted by the life-size coach procession. 
The thoroughness of the display job ac- 


along one 
was 


fashion 


center space 
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complished by Jordan’s may be observed from 
the following list of specific items that were 
gathered for the occasion: the historic Linen 
(auild that included a 
Prince Charles; 100-year-old Dudley napkins; 


k cloths, napkins, and huck towels with 


display crib set for 
damas 


embroidered _ crown: duplicates of the 
and the Imperial 


10-inch plate from a beautiful and 


Royal (Crown of 
State: a 


intricate Coronation banquet service made by 


sceptre 


Wedgwood; a George III silver caddy dating 
to 1/87; 
plete display of Coronation flags, and 30-inch 


a Royal philatelic collection; a com 


figures wearing colorful regimental costumes 

(lose cooperation between the display and 
buying groups at Jordan’s resulted in oceans 
of import merchandise being on hand, much 
of which was linked in design and decoration 
with the Coronation story. These were clearly 
identified in windows and interiors with suit- 
able sign toppers, posters, and exhibit pieces 
as backgrounds. 

The store reported terrific response in the 
sale of British merchandise. Among the many 
these: im 
Palmer, 
British 
such as 


featured were 
from Huntley 
many other 


appealing lines 
ported foods 

Crawford, and 
english 
rods, 


and 
famous 
sporting goods 
and 


suppliers ; 


bicycles, fishing golf equipment ; 
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At Jordan Marsh 


english toffees, chocolates and other candies: 


(Coronation toys; full lines of British apparel 
for all members of the family; all types of 
souvenir keepsakes on the Coronation theme ; 
clear, engraved and colored Coronation glass 
ware; couturier perfumes, cosmetics and toilet 
waters, and Coronation costume jewelry 

Full page 
opening of the affair and described many of 


advertisements announced the 


and interior settings. 
significance of 


the window 
The 


was felt to extend much beyond the realm of 


the Jordan exhibition 


import merchandise promotion. ‘The unusual 


amount of space devoted solely to institu 
tional display and giving a wholesome por 
traval of the Coronation created a remark- 
able total of good will. This type of effort 
alone brought into the store many new cus 
tomers of the higher type from all income 


brackets, the kind of people any store would 


—A representation of the actual coronation 
of Elizabeth II is seen at the upper left, and at 
the upper right is a window in which replicas 
of English crowns were featured. The final 
photographs are of the coach, life-size and 
complete to the smallest detail, and the 
postillions and horses; these occupied a space 
100 feet long in the Exhibition Hall of Jordan 
Marsh— 





By ALBERT C. SMITH 


I his, 


telt,. was a reward that would live on, 


_— 
— 


he proud to know and to serve Was 

The interest of art lovers, expert collectors, 
students ot history, teachet S. etc.. it} the amaz 
Jordan's testified 


The 


store reported that even as the exiInbition was 


ing Coronation displays of 
as to their completeness and charactet 


in progress requests were received from mu 


seums which sought to secure some of the 
choice items on show 
Display Manager Walter Krysto was ad 


mirably stationed at the time of this exhibi 


tion to get an objective view of the pro 
ceedings at the store and their reception out 
with President Mitton, 
itself While 
photographs of the 
window displays and advertising from Jordan 


Marsh. 


of London 


side. He was on hand, 


to view the actual Coronation 
in London he received 
krom his own personal observation 
stores mm the same 
that the 
bigger job on the 
than the estab- 
He states that the London Times 
Boston effort 
that it took a set of the Jordan pictures with 


category as 


Jordan's he could see Boston store 


was doing a ( oronation 


display story local London 
lishments ! 
was so much interested im this 
full details of the event and planned to run 
england was 


limited, he did not learn the outcome 


a story on 1t; since his Stay 1n 
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ys Tell 
Story 


Chicago Displa 
The Summer 


By S. MARIE WARE 


means of keeping abreast of style changes. 
The glamorous bathing togs lor a promotion of active sportswear Reed 
Schlademan, The Fair Store, employed mod 
ern art as a complement to the colorful mer- 
chandise (first photograph ) 
and seashells wall produce all expensive and 
against two squares of rope and wood on the 
A paper sculpture figure on 


1s hot, resistance to shop 


extreme simplicity of the displays 


cool looking, un 














suits that take to basking or bathing.” Wom 
en's and children’s swim suits and play 
togs comprised two groupings with a floor of 
sand for the bathers and grass and palm trees 
for the baskers. Color was introduced by a 
decorative unit of magenta red fronds and 
natural sea weed (second illustration ). 

“Sweet” is the key-word for a showing of 
infant's wear at Marshall Field & Co. The 
theme was John Moss’, director of design, 
version of the nursery rhyme: 

‘Rock a-bye baby in the tree top 

When the wind blows the cradle will rock 

Summer is here and babies abloom, 

Sweet as the rosebuds opening in June.” 
The little lovables were everywhere 
cradled in a blooming apple tree, in a filmy 
pink bassinet, and playing on the floor with 
cuddly animals among pink rosebud bushes 
Infant's wear, stuffed animals, and dolls hung 
from the tree on pink ribbons. 


Moss linked pianos with lounging apparel 
in four windows under the theme, “A _ pretts 
girl is like a melody in elegant surroundings.” 
Walls of the window were white and_ the 
Hoor was covered with pink and_ white 
squares. The mannequin at the piano wore a 
pink robe and the piano, window shutters, 
bird cage, and music stand were tinted dusty 
pink. Pianos in other windows were from 
various periods and tinted colors to harmon 
ize with the lounging apparel. The promo 
tion coincided with the opening of a new piano 
and television department on the ninth floor 

Whatever the season one finds display an 
interesting subject at The Fair where Reed 
Schlademan is director of display for the 
company’s three stores. Schlademan’s win- 
dows have been reflecting his growing inter 
est in modern art. (He is currently creating 
a line of abstract figures of driftwood for 
which he has found a ready market. ) 

A recent showing of sportswear for interna- 
tional travel occupied The Fair's State street 
facade with corresponding department displays 
and fashion-shows of adaptations from Italy, 


—The display at the upper left is by Reed 

Schlademan, The Fair Store . . . At the upper 

right, a window from a series by J. Boghosse, 

Goldblatt Brothers . . . Both the displays pic- 

tured at left are by John Moss, Marshall 
Field & Co.— 
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—At the right, a display by Reed Schlademan, 

followed by one by J. Boghosse . . . Lower 

left, by Jim Murray, Maurice L. Rothschild’s, 

Evanston .. . Lower right, by Clement Bradley, 
Carson Pirie Scott & Co.— 


The 
keynoting the entire series 
devoted to the 


Madagascar, and Hawaii double cor 


ner window was 


stores annual promotion of 
Kamehameha sportswear from Hawai. The 
setting was staged as a pictorial map of the 
island by painting black lines on the glass to 
represent the 


longitude 


latitude and 
flora 
done iN) 


earths lines of 
Papier 


native to the 


mache rocks and 
region and a 
the technique of a modern travel advertise 


ment tixed the locale. 


p< ster 


Sportswear of Madagascar cloth, silhouetted 
by a large native mask, colorful hanging mats 
from Madagascar, and a panel designed as a 


travel made another one of the win- 


dows from the international 


poster 
travel series by 
Reed Schlademan. 
( ottons” 
Goldblatt’s windows with a 
scheme of black and white. Three white rattan 
black  lac- 
quered foliage and hung against black bam- 


“Town in black were paraded in 


six of color 


squares were ornamented with 


boo poles as a center decoration. Accessories 
black frame 
pended from the ceiling with white ribbon at 
the left of the window. The floor 
ered with black cork. To bring color interest 
into the bank of 
the permanently painted green walls with blue 
lighting. 


were arranged in a wire 


SUS- 
Was COV- 


windows poghosse sprayed 


There is no store on State street that allo 
cates more space to Father’s Day than Gold 
blatt’s. This year three 


Soghosse devoted 


windows to sporting goods, smokers’ needs, 


and toiletries and three additional windows to 


mens wear —representing all the needs of 
fathers from the time of rising in the morn 
ing until retiring at night. Merchandise was 
grouped before a painted wooden picture in 
three dimensions that visualized a 
dressed father and all the 


dulges in. 


well 
activities he in 
This display is not pictured 

Krom Evanston comes the next illustration, 
one of four windows designed by Jim Murray, 
director of display for Maurice L. Rothschild, 


which also reflects the influence of modern 
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art on The dresses, “Cool, datsy 
fresh, black and white, timely styled and re 


freshingly air 


display. 


cooled” were dramatized by 
rectangular forms of black and 
which a free form motif of 
splattered with black was arranged, torming 
a non-objective center piece A 
tripod lamp held accessories and spread a 
diffused light through the windows. With a 
knitted 


two white 


agaist white 


modern 


low table covered by a_ white stole 








draped from the free form figure, the elements 


were combined to form a unit which rested 


on squares of black and white, spattered with 
the colors reversed 
Smart in presentation and appealing to thi 


eye were two windows (not shown) at the 


(hicago store by Murray that offered “very 


thing to swim in, to play im, and to sun in.” 


Driftwood three free form 


page 64] 


was mounted on 


| Please 


furn to 




















































































ANY displaymen agree that swim 

togs and beachwear are one of the 

more difficult subjects to present. 
The materials, generally somewhat small 
in area of coverage, force the presentation 
of considerable amounts of cold, bare, man- 
nequins, which is serious enough. But 1n 
addition, since the use of this wear is pretty 
restricted and repetitious in situation, dis- 
playmen are quite often forced to reach 
deep into their bag of tricks in response 
to a beachwear promotion challenge to their 
talent and ingenuity. 

Inasmuch as beachwear’ merchandising 
activities are practically omnipresent in the 
year around Los Angeles department store 
and specialty shop merchandising programs, 
perhaps it could be said that Los Angeles 
displaymen probably have to contend with 
more beachwear display headaches than do 
those in other sections of the United States 


Beachwear 


They are taced with arranging new and 1n- 
teresting beachwear displays sometimes 
months before the others and long after 
displaymen elsewhere have finished with them 
and moved on to other events. 

So they get a lot of practice. And also 
with the merchandising season for these 
lines now near peak, this check-up ot the 
methods and techniques being used by the 
local display fraternity should be of interest, 
especially since all the display approaches 
chosen have achieved individuality and dis 
tinction without resorting too much to the 
hackneyed sand, sails, and seagull motifs 

A very different vet freshly creative bath- 
ing suit window by design, not by im- 
provisation, was produced by Tony Cunliffe, 
display manager of Bullock's Westwood 
Village store. It picked up a_store-wide 
selling slogan... “If the sea is your home” 

in which stylized silhouette fish were 
hung trom the ceiling and used as pointers 
to merchandise, to departments, boys’ play 
sults, mens beachwear, and women’s swim 
ming suits throughout the store. 


The distinctive element in Cunliffe’s dis- 
play resulted from the dynamic downward 
swimming mermaid and his clever manage- 
ment of lighting, color, and placement Oo! 
the mermaid so as to attract and intrigue 
the wandering eye and bring it to rest 
naturally and easily on the Rose Marie Reid 
and Catalina swimming suits on the tour 
figures. 

Sea props and related paraphernalia were 
secured and sprayed with colors which 
either complemented or contrasted with the 
merchandise. Manzanita tree branches, 
natural and artificial seaweed, papier mache 
rocks, and ten exotic fish (made of wire 
sprayed and flocked) were suspended at dit- 
ferent levels in the windows. A silvery 
stylized fish, spatter-dashed, was the poster 


—Top, by Tony Cunliffe, Bullock's, Westwood 

Village . . . Center, by Stanley E. Thompson, 

The May Company .. . Left, by Paul Smith, 
J. W. Robinson Company— 
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—Right, by Dan Clark, Nancy's, Hollywood 

. . « Center, by Harold Kelly, Desmond's, . . . 

Below, by Don Greer, J. W. Robinson Com- 
pany, Beverly Hills— 


which carried the message, “If the sea is 
your home : 

For The May Company's first beachwear 
promotion of the year, Stanley Thompson, 
display director, contacted the Wizard boat 
manufacturers who were happy to furnish 
some 8- and 10-foot dinghys. They became 
the pivotal props of the series of beachwear 
windows subsequently installed. Each boat 
was painted in colors either matching or 
contrasting with the beach wear shown and 
credit to each beachwear creator was subtly 
connected through the name of the boat, 
such as “Good Ship Rose Marie Reid,” or 
“Good Ship Carolyn Schnurer,”’ with each 
window limited to an individual designer’s 
creations. 


Display Techniques 


Paper clouds were attached to the back- 
ground. The floors were sprinkled with 
turquoise and white gravel and glass bubbles 
simulating the shore and the water. Sea- 
gulls and a piling completed the atmosphere 
props, and attached to the piling was the 
copy card: “We're harboring a boatload of 
beauties.” The boats were placed close 
enough to the glass of the window to permit 
a good sized merchandise unit of accessories 
on the seat or on the floor in the boat. 

In a setting about as exotic as its under- 
sea motif, Paul Smith, display director of 
the J. W. Robinson Company in downtown 
Los Angeles, created a sultry atmosphere 
for the sophisticated Riviera-bound buyers 
at whom this rich swim wear display was 
aimed. 

Gilt netting, draped from high in the 
background, was used to catch the treasure 
—a kneeling, bronzed CGauguin-ish figure 
framed in an antiqued scalloped’ frame. 
Surrounding her were flora and tauna, 
some of it stylized and painted on the clear 
acetate film which was stretched over the 
entire front of the picture trame, and some 
was enmeshed in the gold netting. Re- 
strained up-lighting trom behind the main 
theme sign, “From Our Cole of California 
Collection,” heightened this display’s drama 
in that all lighting was in an extremely low 
key — filtered ambers, green, and deep blue. 
Consequently, although the up-lighting on 
the kneeling figure cast highlights and 
shadows diametrically opposite the familiar 
effects of natural lighting, yet there was 
no sense of the grotesque which so often 
characterizes illumination of the normal 
shadow areas under the chin, eyes, and por- 
tions of the anatomy. 

Two other creations from Robinson's 
Cole collection comprised the secondary in- 
terest, one standing in high fashion pose 
and the other reclining in the sand at the 
left. On the floor, washed sand, turquoise 
and sea. shells completed the beach 
atmosphere. A wicker picnic basket topped 
with sun glasses, near a gay beachcomber 
[Please turn to page 56] 
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Hk. old reliable football theme was used 
by Clement Kieffer, Jr., The Kleinhans 
, wesc Company, Buffalo, for this display of 
ia ieacaliadlie | ! Lakeland jackets and stadium coats. The 
ite painting which formed the background was 

carried out in meticulous detail. 


Set up as a prototype display by Sears, 
Roebuck & Co., Chicago, this window packed 

but not crowded with hunting supplies 
used a large blow-up of a hunting scene as 
the highlight. Tan was the color of the back 
ground, with the perforated hardboard panels 
in yellow. The floor panel was white with 
oak leaves scattered about it. 


Another display of jackets for chilly weather 
is seen next, this one by Harold McLaren, 
The Bon Marche, Seattle, and featuring Mc- 
Gregor coats for warmth without weight. 
These are the props used by McLaren to 
dramatize the selling points: (1) a pair of 
balances to demonstrate “this much warmth 
for one pound;” (2) a toy road roller to 
show the imsulation material’s resistance to 
packing; (3) a thermometer whose mercury 
rose and fell to show the extreme cold with 
which the insulation copes. 


At the top of the page 1s another display 
by McLaren, this being for Stetson hats. 
Seamless paper formed the background for 
the wire displayer with its modern touch of 
space division. four of the panels were 
covered with checkerboard squares, one 
quarter of each showing the Stetson trade 
mark and name 


Leading off the second page is an excellent 
Mares te wnat — display which provides a suggestion for the 
Mc Oren whi 
lacket 
—Upper left, by Clement Kieffer, Jr., The 
Kleinhans Company, Buffalo . . . Center, Sears, 
Roebuck & Co., Chicago . . . Left and directly 
above, by Harold McLaren, The Bon Marche, 
Seattle— 
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Just Ahead 


social season ahead. It is by Hermann 
Schlipphacke, Westdeutsche Kaufhof, O- 
logne, Germany, and its suspended flowers 
and glasses form a type of mobile which 
brings to mind “. . . out of dark wine and a 
thousand roses,’ by the German poet Rilke 


for the display playing up “Sears’ annual 
winter-wear layaway sale” a simple white 
brick wall and a black coach lantern were 
used. The girls’ coats and jackets were set 
off in an effective manner by the light blue 
background. White snow flakes covered the 
oor. Findley Williams is in charge of Sears’ 
display and store planning division 


“Plotting your fall fashion picture” read 
the showcard in the next window, another 
display by Harold McLaren. It is character 
istic of the pains taken by McLaren to re 
produce scenes from nature in complete de- 
tail a type which he has found well liked 
by Seattle area residents. 


Kussell C. Kehrt, Jenny's, Cincinnati, did 
the final display shown here. Fantastic cut- 
out trees were the dominant part of the 
setting. The trees, lightly flocked, were 
shaded in white, gray, and black, and black 
ferns sprinkled with flitter and plastic snow 
crystals gave them additional interest. <A 
further addition was white ivy twined here 
and there about the trees’ bases. Two gray 
and white squirrels showed glistening white 
hats to the mannequin. A. silver-blu) mink 
jacket was shown under the trees on the 
silver floor, this latter being covered lightly 
with crystal plastic chips. The mannequin 
wore a full-length coat of silver-blu) mink. 


—Upper left, by Hermann Schlipphacke, West- 
deutsche Kaufhof, Cologne, Germany .. . 
Top right, Sears, Roebuck & Co., Chicago... 
Center, by Harold McLaren .. . Right, by 
Russell C. Kehrt, Jenny's, Cincinnati— 
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WINTER-WEAR 
LAY- Away 








by cits ehring 


Display Designer and Consultant 
New York 


Arrangement: Two definite units make up thi: 
women's fall shoe window. The shoes are limited 


in number and neatly arranged. 


Properties: The head unit may be done in the 
modern fashion using fibre glass for the face and 
fall leaves for the hair, creating a smart and 
unusual effect. Fall leaves and cat-tails make up 
the unit at left and large copy card is flanked 


against it. 





Arrangement: One definite unit is noted in this 
children's dress display. 


Properties: A break in the paper panel reveals 
two attractive dresses. Two youthful figures flank 
the sides of the panel and admire the dresses. 
“Coming Through" is the suggestive title for this 
display. Copy card is shown at extreme right of 


window. 











Arrangement: This women's accessory display is 
made up of three units, each one arranged very 


simply. 


Properties: Seamless paper is the only property 
used in this display. Each unit has a different 
color paper, making a pleasing background for 
the mannequin and the accessory shown. The man- 
nequin unit is at the left and the accessory unit, 
divided into two parts, is shown at the right. 
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COMING UP 











Arrangement: Several elements combine to torm a 


single unit in this mens shirt and tie display. 


Properties: Decorative school plaques on a knotty 
pine frame serve to enclose the unit consisting of 
shirts stuffed with tissue and suspended in mid-air. 
A pennant is attached to the raised sleeve of the 
shirt. Copy card is shown in lower left of window. 


Arrangement: This back-to-school display consists 
of three definite units in pleasing arrangement. 
Neatness is noted in the display of merchandise. 


Properties: The blown-up negative has the copy 
Fashioned for School’ lettered across it. Below 
this unit is a neat row of slacks. Copy card is 
displayed in lower tront of window. 


EEE CAA ELLOS CCR ME ACER i ys 


Arrangement: Three units make up this sports wear 


window. 


Properties: Goal posts and panel depicting football 
players serve as background. The center unit is a 
silhouette of spectators and in front of it are dis 
played sport sweaters with arms in action poses. 


Copy card is shown in lett foreground. 
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Hil ( oronation of (Jucen 
Mth New York { ity 
Father's Day all 


low al 


avitilversary (1 
and the celebration of 


were generously participated in by 


displaymen 


The coronation gave ample opportunity 
to view historical scenes in authentic and 
impressive settings. Noteworthy were the 
window at BK. Altman's, where Display 


Villela’s 


authentiu 


lyirector Louis staff constructed in 


miniature an reproduction of the 
entire hour 


West 
these 


coronation procession, occupying 
covering the route to 


The 


continued by Py 


and 
Abbe \ 


displays wa 


windows 
minster splendor ot 
kaith 


SeTICS OT 


aVenuc 


presentation of a porcelain 


figurines ot kEnelish rulers one to each 


window, shown on a_ pedestal betore red 


velvet 


and 


with a red 
with the 


backgrounds and tramed 
ion. the 


unicorn and the rose. The figurine of Queen 


gold bro ade woven 


elizabeth Il, in contrast to the other standing 


anhat 


hgures, showed her with quiet dignity 
mounted on the white horse associated with 
“Trooping The Colors.” During the week 
of these displays not a single piece ot 
merchandise was shown 

\s aS customary in this early part of 
summer, week-end wardrobes, beachwear, 


both urban and 
maximum display 


and cool fashions lor 


suburban wear received 
large and small, garden 


and 


attention. Parasols, 


lanterns, bamboo screens panels, were 


used repeatedly to create an overall effect 
of coolness 

\n imaginative 
Loutse-Mansfield 
Woman 


theme oft 


designed by 
Hammer tor the Tailored 
strikingly carried out” the 


“Black White 


composition 


color 


and exclamatory 


elizabeth. the 


By VIRGINIA ROEHL 
Virginia Roehl Studio, New York City 


‘footnotes’ to cool, smart summer-long 
program.” 

\ phantom figure of a lady 
for this display. A wig, wearing a 
hat, was suspended by invisible wire from 
the ceiling, this upper portion of the 


figure being completed with a brief black 


our 


created 
white 


Was 


scarf. A half-form with legs crossed and 
wearing a black skirt, black patent shoes 
and holding in one white gloved hand a 


white umbrella, completed this cool shopper. 
\ second white gloved hand, suspended at 














tan Reporting 





eye level, held a black shoe for inspection. 
Belts and shoes in black, and white scarves 
were arranged on a black pedestal in the 
foreground while a grouping of the store's 
black and white white 
seamless paper-covered floor made display 
additional This illusion 
figure was further carried out by 
Display Director Haywood Harter in two 
featured lingerie 


shoe boxes on the 


props for shoes. 
of a 


adjoining windows which 


—Top, from the Tailored Woman; Haywood 

Harter is display director . . . Center, by Sidney 

Ring, Saks-Fifth Avenue ... Left, by Winston 

Jones, Franklin Simon & Co... . (All photo- 

graphs by courtesy of Virginia Roehl Studio, 
New York City) — 
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with the legend “Black and White trom the 


skin out.” 
Blac k 


Director 


featured by 
four 


was also Display 
Winston Jones in Franklin 
Simon windows with the legend “The Keys 
to the City the that 
live in town.” 

The first of the 
a rowboat on. the 


( ool dat k sheers 


urban 
lake, 
knglish Nanny with pram and continued by 
a delineation of dining on the 
the shadows ot a 


SCCHCS 


cle pi ted 
followed by an 


terrace im 
large sun umbrella, and 
completed with the display seen in the third 
illustration. The floors and walls were in 
coffee cream color while the carriage, horse 
filled in with black 
outlined in gray 


and trees were cutouts 
paper. The cutouts 
while the leaves, birds, fence and carriage 
lightly sketched in the same 
shade. Simple black dresses were silhouetted 
against the backwall to 

charming setting with its 


were 


wheels were 


complete this 
feeling ot 
animation, 

The quality ot a black and white 
color theme was also established by Display 
Director Luke Maletich in the corner window 
at Gimbel’s when the matter 


cool 


subject was 


JULY, 


1953 


—Left, by Sidney Ring 

Moore, Bonwit Teller Center, by Luke 

Maletich, Gimbels . . . Lower right, by Henry 
Callahan, Lord & Taylor— 


Right, by Gene 


the “Weekend Wardrobe.” White railroad 
tracks and ties raised to the black backwall 
for perspective set the atmosphere for the 
week-end travel note. 
constructed 
equal 
were 


The two ramps thus 


served admirably to show to 


advantage all-white fashions which 
designed for every type of 
imaginable . . . the 
dance, cocktails, traveling, 
ming, sunning, tennis, 
symbol ot the 


social 


activity country club 
swim- 


tamiliar 


Visiting, 
The 
signal this 
black and white, seemed singularly apt tor 
this setting. The floor 
navy wood and the 
lightweight luggage in navy 
served as props for some white cashmeres. 
Black and white 
simply but 


golt. 


sign, also in 


was covered with 


colored chips white 


edged also 


summer dresses were 


persuasively shown by Display 


Director Henry Callahan at Lord & Taylor's 

Using two levels, floor and backwalls wer: 
in dull black 
were perked up by exotr 
in brilliant 


lhese low-keyed windows 


Japanese lanterns 
and im 
interesting designs [he figures 
lighted in bright 
Valance tor the window was covered 
burlap. A was 
prominently held by each mannequin in this 
grouping. The read $10.95, with the 
| want a dress that goes on easily,” 
“Here ar the 


primary colors Various 


were spot 
contrast to the subdued 
setting 
i natural color price tag 
price 
lege nds * 
wraparounds and button 
fronts that cant muss vour hair or makeup.’ 
lhe mannequins were unanimous im theit 
adjacent 
that looks 
dress that 
this thinnest 


wishes 


“wants,” the card copy in the three 


windows reading “I want a print 
hike summer,” “I 


looks like 


CXCUSC a] a 


Want a cotton 
a party, “Il want 
dress.” \1 
from the 


price grouping in 


Were 


yratified budget shop with one 


each window 
\s a deviation in colors tor the 
Saks hiitth Avenue 
“Cream to a suntan S. F. A’s 


[Please turn to page 67] 


summet 
fashions, presented 


Vanilla.” 











ARTICULAR 


who 


San Francisco shoppers 
relied on The 
L896 


recent expansion, The Emporium-Stonestown 


have emporium. 


Downtown since welcomed its 


store. As one approaches this large modern 
suburban shopping center overlooking Lake 
Merced 
pansies, green grass, and parking space to 
hold almost 
matically 


with its palm trees, bright yellow 


2500 cars, his eves are auto 


drawn to the familiar “Big EI” 
emblazoned in red on a 100-foot aluminum 
tower. It is magnificent, and it is sym- 
bolic of over half a century of fine quality 
and 


“All of the 


service, 

innovations in 
tomer convenience comfort are com- 
bined in this new Mr. Robert 
(;. Wilhelm, store manager. “The Emporium. 
Stonestown pioneered for this area several 


newest 
and 
store,” 


cus- 


says 


‘firsts’ in the details of construction and 
decor of the handsome building, as_ well 
as in retailing efhciency.” 

Constructed of feldstone, concrete, and 


hand-made ruffle brick, the three-level store 
with its 64% acres of floor space dominates 
the north end of the Mall. Cantilevered ar- 
cades along most of the building’s circum- 
ference add to the comfort of pedestrians 


strolling outside. Conventional window dis- 


plays are minimized, however, with emphasis 
displays 


on aisle and department to be 








* alt. 


, 


The Emporium-Stonestown Is 


viewed through the expansive look-through 
windows. 

Fireproof glass draw-drapes are used on 
the lower level from ceiling to floor at the 
attractive chrome-glass windows. One 
a casual turniture grouping near one en- 
trance, and throughout the entire furniture 
department this same go-together technique 
rather than isolated chairs, 
then couches, then tables, and so on. 

Rugs and draperies, usually relegated to 
artificially lighted upper floors, are displayed 
nearby. Customers are enthusiastic over 
being able to inspect them in daylight as 
found in the normal home. One of the 
innovations of this new store is the illumi- 
nation in every department to approximate 
the kind of light in which the merchandise 
will normally appear. Fluoresceat and in- 
candescemt lights are used, employing newly 
discovered techniques. 

One entire wall on the lower level is 
hung with rich textured rugs, separated ar- 
tistically by long vertical links of fabric. 


sees 


is employed, 


—Top left, the ladies’ parlor is the only 
"old-fashioned" room in the handsome build- 
ing; its Victorian deeor contrasts sharply with 
the modern fixtures and decoration of the rest 
of the store . . . Upper right, part of the 
millinery section . . . Lower left and right, 
views of the lingerie and maternity shops— 


fa 
i 2. ¢ . a io Se 
a De 


2 bs TGA 


Geared 


proven to be a 


This 
lator. 

Curtains formerly displayed three on each 
bay are displayed here in triple tier forma- 
tion. Now nine can be shown in the space 
previously required for a third that number. 

Bedspreads, too, are suspended lengthwise, 
providing valuable invisible storage space 
behind the double rows. The customers 
seem to appreciate this visual aid to ac- 
cessory buying. 

Unity of merchandise carried 
on in the household section, too, where the 
tables are set ready for dinner with colorful 
dishes, place mats, and artistically arranged 
fresh-cut flowers. 

A quick-service desk in this department 
provides customers the opportunity to select 
purchases alone, if desired, and take them 
directly to the desk to be wrapped and 
charged. Or sales people are handy to as- 
sist and make recommendations. 

“Self-selection has been the rule for se- 
lecting fixtures throughout the entire store,” 
according to Mr. Wilhelm. “Every rack, 
case and counter was especially designed to 
fulfill a specific purpose in one of the 90 
departments.” 


idea has sales stimu- 


selling is 


An interesting innovation in the large 
lamp department is the space sometimes 
referred to as the “chicken roost,” where 





multi-shelves are movable to various po- 
sitions for changing conditions of display. 

In addition to the “Home Store”’—includ- 
ing the furniture, home furnishings of all 
kinds, housewares and this 
same lower level is a colorful buffet serving 
excellent food at moderate This 
room, which seats 210 people, is done = in 
sand-blasted redwood. 

Administrative offices, credit offices, train- 
ing space, loading and wrapping areas, as 
well as employee locker rooms are all on 
this level. 


apphances — on 


cost. 


Architectural lettering over each depart- 
ment not only makes an easy guide tor the 
busy shopper, but is also eye-appealing. 
Throughout the entire store open floor plan- 
ning is used with semi-partitions—low fix- 
tures to provide separation of sections with- 
out the cumbersome interruption of full 
walls. 

“Long before actual plans were drawn up,” 
explains Mr. Wilhelm, “Welton Becket, the 
architect, and his 100-man staff of specialists 
working closely with the Emporium manage- 
ment, spent months of research determining 
the flow patterns for merchandise, 
personnel and customer traffic. Our goal 
make this building completely effi- 


store 


was to 
cient. 
“The 


result is an absolute 


To Self-Selection 


minimum of 


and effort to complete the merchan 
dising cycle from the delivery ot 


the unloading dock to the moment a shopper 


time 
goods at 


leaves the store with his purchases.” 

No noisy trucks jostle outside the building; 
all deliveries to the Emporium and to the 
other 
made via an underground tunnel. 

The Emporium’s middle level, the largest, 


store in the Stonestown project are 


is served by three entrances. The south, 
or Mall entrance, leads directly into the 
main aisle drugs, cosmetics, jewelry, 


The coach entrance 
leads to the Collegienne Shop with = tts 
dramatic brick floor. This department houses 


handbags, and hosiery. 


a complete wardrobe unit with the one 
exception of shoes. 

The east entramce leads to the men's 
store — sportswear, hats, shoes, luggage, 


underwear, the young man’s University Shop, 
and the large section of men’s suits and 
topcoats. 

Protective glass showcases which normally 
house ties, sox and underwear are all open 
on top. Sizes and prices are plainly marked, 
and the men in particular are enthusiastic 


—Furniture is displayed in casual groupings, 

rather than in the regimented rows usually 

found in such departments .. . Related de- 

partments are kept together throughout the 
store— 





By HELEN C. HICKS 


over this speed-up method of buying through 
self help 

Tra the 
How 


wardrobe the 
Here the 
wardrobe 


\ ¢ le ction of milady's 


pattern is in evidence agaim 


shopper can select her entire 


coat, suit. dress s, hats. shoes, ACCESSOTIES 


moving conveniently trom one department to 


an adjacent one without needless steps Ol 


wasted time in changing floors. One friend 


ly clerk, already aware ot the shopper's 


lashion preterence, may progress with het 


SeVel al departments 


inter-department 


throughout 

This 
popular with customers, and while no statis 
available, it 1s 


selling method = 1s 


tics are assumed to reduce 
selling costs also 

All lingerie is grouped in one corner ot 
the center level. Many are housed in cleat 
plastic upright trays. 

There is an elaborate Bridal Salon where 
all gowns are hung in glassed-in cases, and 
the hand-blocked wallpaper lends an air of 
dignity. 

A basic color scheme of gold, terra-cotta, 
and a deep grayed green is used effectivels 
throughout the store, with yellow and rust 
colors. A specially designed 
Swedish wallpaper is used in the ladies’ shoe 


as accent 


department, and a yellowish matting on the 
walls in the millinery section. 
[Please turn to page 50] 








—S. Froelich is one of the pioneers in the field 
of simplified selling— 


rush blindly into simplified selling with- 
out examining any facts other than his 
low mens suit sales would be folly. It 
might be the right decision but there is a 
much greater chance that it is the wrong 
one 

Business today depends upon making de- 
cisions. The success of any business de- 
pends on making a good percentage ot right 
decisions. In order tor a retailer to ef- 
fectively pursue an objective, he must be 
armed with pertinent tacts to condition his 
making the right decisions. He must do 
everything possible to maximize his chance 
ot being right. 

Theretore, a 


decision to reduce the 


6. Other facts; i.e, knowledge of your 
customers’ habits and attitudes, analysis of 
your previous experience with simplifying 
a sales operation, and any other facts about 
your particular store which relate to the 
problem. 


- 


\ll of these facts should be caretully 
analyzed befote you make the decision to 
reduce the amount of personal selling time 
in any specific situation. As these facts 
are kept in mind, here are two general rules 
which may be used as guideposts in deciding 
to convert to simplified selling. 

1. If the customer can readily perceive 
the quality, style, and use of a piece of 
merchandise without the aid of a sales- 
then make the selling transaction 
as simple as_ possible. 


person 


Simplify Without Sacrificing Sales 


LURING, the last couple of years the 
term simplified selling has too often 
been construed as a cure-all for sag 
ging sales. Simplitying the selling process 
can, i many instances, have the desired 
effect ot increasing sales and lowering unit 
costs. But simplified selling is merely a 
tool and, to be utilized with maximum ef 
lectiveness the user must know’ where, 
when, and how to use it 
lhus, simplified selling, which is the re 
duction of personal selling time, 1s not a 
universal antidote to be prescribed for every 
retailing malady. kor example, let's say 
that a retailer is not selling as many men’s 
suits as he'd like to sell. Now for him to 





By S. FROELICH, President 


Reflector Hardware Corporation, Chicago 


amount of personal selling time (simplified 
selling) on any given line or item of mer- 
chandise should be conditioned by the fol- 
lowing tacts: 

1. The type, style, and quality of the mer- 
chandise involved. 

2. The general price level of the merchan- 
dise 
3. Whether the merchandise 1s packaged 
and labeled. 

4. To what extent the merchandise 1s 
familiar to the customer. Has it been ad- 
vertised ? 


5. Present degree of sunplifed sell.ng. 


Type of fixtures, signs, display material, 


arrangement ot merchandise, etc. 








2. If the general quality, style, and use 
of the merchandise can not be completely 


determined by the customer by looking at 
or touching the merchandise, then obviously 
more information must be imparted to the 
customer at the point-of-sale. 

This information may be communicated to 
the customer in one or more of the follow- 
ing ways: 

(a) with packaged 
lists selling features and product usage 
right on the package. 

(b) by using descriptive signs which list 
price, size, and informative selling copy. 

(c) by having a salesperson explain and 
perhaps demonstrate the features of the mer 


merchandise which 


chandise. 

Most items of merchandise will have to 
be sold under one or more of the above 
conditions. Fashions, for example, might be 


[Please furn to page 60 | 


—Modern merchandising fixtures require flexi- 
bility, functional design, and maximum utiliza- 
tion of space— 


DISPLAY WORLD 








Enlarged sketch above shows 
how the notched Trim-grid 
legs can be up-ended and 
fitted into any square to 
provide perfect support for 
regular Trim-rite platform 
dowels. 


FOR COMPETE 

18-piece SET 

f.0.b. San Jose, Calif. 

approx. weight, 13 Ib. 
Contact your Trim-rite 


dealer today, or write 
us direct. 


TRIM-RITE opispLtay 


Product of 


SULLY, 1939 


You're a quick-change 
artist, for sure, with the 
spectacular new 1|8-piece 
Trim-grid set! You can in- 
stantly and easily cook up 
scores of unique display 
combinations. 


Sturdily-built, functional, 
and as attractive as a piece 
of fine furniture, Trim-grid 
converts for endless uses— 
mannequin platforms, 
ensemble tables, 
backgrounds, suspension 
displays, ceiling grids. 


Pat. Pending 


Trim-grid package contains: 
® three grids: 38” x 13”; 30” x 13”; and 22” x 13” 
all hardwood, natural finish oak or maple) 
® legs: four 18”; four 13”; and four 8” 
(may be had in natural wood finish or in black) 
® adapters: two 5”; one 10” 


Parts of the Trim-rite 
unit can be ordered 
separately for use 
with the Felemashd: 
platforms, $1.00 each; 
shirt boards, $1.00 
each; shoe lifts, 40¢ 
each. All prices f.o.b. 
San Jose. 


928 NORTH NINTH STREET 


CORPORATION saw JOSE, CALIFORNIA 
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DISPLAY WORLD 












NE does not have to make a special 

trip to Fifth avenue or State street 

to see artistic, eye-catching displays ; 
good displaymen are at work all over this 
large country of ours, creating and installing 
fine displays that stop customer traffic and 
sell merchandise. For example, in a medium 
size New England town, Waltham, Mass., 
there is a fine department store, the Grover 
{ronin Company, located on Main street. 
For the past three years I have admired the 
window and interior display their 
talented display manager, Edward DuBuron, 
installs; they are usually good examples of 
what a clever displayman can do _ without 
continually buying a lot of expensive props 
and materials. 

The fortunate in the fact that 
Id DuBuron is not only a good displayman 
but 1s also a fine artist and this gift is re- 
flected in all his work. 

A few weeks ago, | inspected a group of 
windows which he had installed at relatively 
low cost; a few sheets of wallboard, lengths 
of black seamless paper for the backgrounds, 
plus expert technique. I liked them so much 
that | made sketches of them for the opposite 
page so that they might inspire other display- 
men in on Main all over the 
country to do this kind of a job whenever 
it is necessary to put in prestige type windows. 
Many store owners may say: “We can not 
afford to hire a high priced artist or display 
designer.” A good idea would be for them to 
meet and talk with the local high school art 
class teacher; they will be surprised how 
much local talent can be located and put to 


store 


store 1s 


stores streets 


work producing the art work which goes 
into so many windows and interior spot 
displays. 

1 spent a very interesting hour with Du 


suron in his display department and I| asked 
him to tell me in his own words how he came 
to and install four 
he said: “There is no reason why the average 
size department or specialty store should not 


design these windows : 


install more prestige type windows; they can 
be treated like oil paintings. 

“These four particular windows were done 
The cut-out 
units were hung in depth by invisible lengths 
of thread attached to the ceiling. When | 
say they reflect abstract models, | mean they 


in an abstract mood. wallboard 


were all deeply felt before | executed them, 
first in small colored sketches and then finally 


projected onto the sheets of wallboard. The 
units were then cut out, sanded, and each 
section painted in a different color according 
to the dictates of its mood. Most of the 
units were painted with clear, pure colors 
and in some cases, like the one ‘Flight,’ in 


soft pastels. ‘Genesis’ was naturally done in 
solid earthy colors. 

“These windows 
One mannequin 


for 


sportswear 


were on view two 


weeks. wearing 
was used in each window.” 

| have shown the figures dressed in other 
wearing apparel to illustrate how the basic 
idea can be used for the effective display of 
many lines of merchandise. 

(A) In this case, the showcard reads 
“Opulence” and a fine range of pastel colors 


JULY, 193¢ 


Sma | ler Sto [E_—_Reported by JIM KILEY 


can be used for the suspended cutouts to tie 
in with and enhance the the 
mannequin. 

(B) | thought this the best display in the 
four, the receding windblown cutouts telling 
the story of “Flight.” My own suggestion 
would be to pick out a figure which can be 
posed with the arms extended over the head 
as shown 1n the sketch. This mood could also 
be carried out on the figure on the showeard 


garment on 


and in the layout with receding lettering. 
(C) “Revelry” depicts a gay mood with the 
dress on the manenquin pinned to create a 
swirl of motion; the same theme is 
suggested on the showcard copy. 


also 


In the beginning, Woman 
This setting would be good not only 
for the sportswear which was used in these 
windows, but also for formal gowns. 


(D) “Genesis” 
ve. 


| enjoy visiting fine stores to sketch and 
report good displays or feel 
will be of special interest to those who must 
operate on more limited budgets. 

When 


tine 


ideas, ones | 


|! left Grover Cronin’s | noticed two 
bathing suit windows; featured a 
giant size cutout of a wooden anchor complete 
with a large wooden ring through which a 
length of fishing net was draped. <A few metal 
foil cutout fish were scattered around on the 
net and a small girl mannequin was mm a posi- 
tion to hold the end of the draped netting. 
Another teen age figure was sitting on one 
of the of the large anchor and 
another figure was posed at the left. Sand 
on the floor, plus a few sprays of natural coral, 


one 


side base 


completed the display. 


The other window featured two full size 
figures, both wearing bathing suits; the one 
at the left held an oar under the arm. 

The center of the window featured a sus 


oar from which lengths of netting 


were draped, and here again a few colorful 


pended 


metal foil cut-out fish were used on the 
netting. 

Natural coral sprays were also used in 
one corner along with a tie-in display of 


various brands of sun tan oils. 

oth these windows were examples of what 
can be accomplished without expensive props 
and that is the reason we have included them 
in this article. 

(Ik) Any 
could make up one or more of these modern 


good local wood working shop 
design displayers and the top section can be 
binned off using standard metal corners and 
bin glass as shown 


The lower section can easily be equipped 


with plywood or “Masonite” sliding doors to 
hold under-stocks. The units could be 


to fit local conditions or for feature displays 


sized 
in various sections of the store. 

(Fk) A good eye-catching design is always 
a good item to file away mm your scrap book 
so that it will be available when you plan to 
run some special sale or local promotion; in 
this the 
catch the customers’ eves and lead their atten- 
tion to the copy on the sign. I remember once 
cutouts of paper figures all 
over both sides of a bank of windows to frame 
the center poster telling about the big sale 


case, small, solid-color figures will 


pasting similar 





Display Work Made Easy... With 


SELF-SPRA YING 


PAINT PRODUCTS BY 








Spray-0-Namel 
Brushless Paint 


No 


No mess! A simple press 


brush! No mixing! 





of the lever brings amaz- 
ing results. It's Spray-O- 


Namel, America’s first 


with the 


Presto-matic spray head that prevents clog- 


and finest aerosol spray paint, 


ging. Dries in | hour to a high gloss finish 
In 20 popular colors. New Spray-O-Stain also 


now available in 4 natural wood finishes. 


Spray 


Here's your bread- 
winner for damaged 
or smeared manne- 
quins. New Mana- 
Skin sprays direct 
from can to give a r 
factory-like texture and save you 
and your customers hundreds of 
dollars. In 2 flesh tone shades. 
Durable. Chip resistant 









Spray-It-Snow 
Kolor Flock 


USE and sell the greatest dis 

play unit ever offered. KOLOR 

FLOCK ... a thick, fluffy 
flock effect and powerful 
spray in one low-cost pack- 
age. For floral displays, signs, 
backgrounds, windows, Xmas 
trees, etc. In 7 colors. 





lully Color Flare 


Reemeneee amhaee anil 


OTHER ILLBRONZE DISPLAY PRODUCTS 


@ TINSEL—all colors, all sizes 
@ DIAMOND DUST—-sparkles like ice 
@ MiCA—used as powdered snow 


@ CLASS BEADS—high quality. Many 
uses 


Write for details today 


ILLINOIS BRONZE 
POWDER COMPANY, INC. 
2023-D South Clark St., Chicago 16, Ill 
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—The four horizontal photographs 
were made at the Visual Mer- 
chandising Group and Sales Pro- 
motion Division (National Retail 
Dry Goods Association) conven- 
tion in Cincinnati. Left, left 
to right, Florence Trenk, W. L. 
Stensgaard & Associates, Chi- 
cago; Warner Whitney, Bergner's, 
Peoria; Larry Fowler, Brett's, 
Mankato, Minn.; Kermit Schwanke 
and Ray M. Reid, Missoula Mer- 
cantile Company, Missoula, 
Mont.— 


—In usual order, Howard Abrahams, 
manager, Sales Promotion Division and VMG; 
Lou Banks, Sears, Roebuck & Co., Chicago, 
chairman of the VMG; Florence Trenk; Findley 
Williams, manager of the store planning and 
display department, Sears, Roebuck & Co., 
Chicago; and Gerry Berger, also with Sears— 

—At a British Display 

Association dance are 

seen Winston Clark, at 

the left, head of the 

London display studio 

of that name, and two 

of his artists — Murial 

Macbean and Peter 

(Elephant Boy) Bate- 


man-— 


—Mr. and Mrs. Al 

Pierotti at a display- 

man's art show in 

Dallas. Al is display 

director of  Titche- 

Goettinger of that 
city— 


—Below, at the left is Helen Leisgang, display 

coordinator of Shillto's, Cincinnati, standing 

next to W. L. Stensgaard. At the right are 

Mr. and Mrs. Ralph Gollahon; he is display 
director for Shillito'’s— 


—Friends who may have ap- 
proached Nathan  Silverblatt, 
manager of DISPLAY WORLD, 
and got no sign of recognition 
will find the explanation here. 
Nate is on the left, while on the 
right is his identical twin brother, 
Lou Silverblatt, manager of 
Kline's, Cincinnati. Bill Stens- 
goard is in the middle— 




















Endorsed by the country’s 
foremost display directors. 


PRICE +10 POSTPAID 


immediate Delivery! 
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Training for Display Work Variations on a Basic Idea 
Recipe for a Displayman The Display Calendar 
Common Errors in Display Layout of Merchandise 
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Technique of Painting Interior Display 
Technique of Enlarging Expositions and Trade Fairs 
Eye-Catchers Decorations on the Store Front 
Paper Sculpture The Flower in Display 
Display Materials Color 
Papier Mache Paints, Binders and Thinners 
Balance and Symmetry in Display _ Lettering and Display Signs 
Line and Form in Display Lighting 
Principles of Contrast Animation in Display 
How to Master the Space Problem Figure Draping 
Preparatory Work Display Fixtures 
The Window Plan Economy and Good Housekeeping 

Birth of a Show Window The Workshop 
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EVERY DISPLAY DEPARTMENT 
Needs This Greatest Display Book Ever Published 


Contains Everything 


ABOUT DISPLAY 
— You Must Have A Copy 


DYNAMIC 
DISPLAY 


TECHNIQUE AND PRACTICE 
By FRANK J. BERNARD 


.--to make your displays sell more goods faster 
... it’s the kind of book you have been waiting for 
... it's a necessity for everyone engaged in display 
or using displays 


SIZE 9 x 12 INCHES — CLOTH BOUND 


264 pages 


MORE THAN 


600 illustrations 


The publishers of DISPLAY WORLD for years have sought a 
modern text and reference display manual of this kind and now. 
in DYNAMIC DISPLAY, they offer a long-needed book which 
everyone in display will be proud to own. It is a complete 
treatment of modern display technique and practice. The 
student will find it a sure guide to display techniques and a rea! 
help toward steady improvement and perfection in his work. 
For the experienced and professional displayman it is rich in 
display ideas and an invaluable reference work — in fact, a 
display library in itself. Retailers, both large and small, will 
find it a positive guide to good selling displays. The author 
draws freely on his wide experience to explain each facet of 
retail display and shows by photographs and sketches the 
practical application of display techniques for modern displays 
that sell. Display problems and their solutions are explained in 
detail. It gives display a scientific background to make the 
medium of display more powerful and effective. Study the 
partial list of contents and you will realize that this is a book 
you MUST have. Its value to you cannot be measured by its 
reasonable cost. 


Order Your Copy NOW! 
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DISPLAY WORLD, Cincinnati 1, Ohio. 


[] Please send me postpaid a copy of DYNAMIC DISPLAY. for 
which $10.00 is enclosed. 


(] Please send me a copy of DYNAMIC DISPLAY and enter or 


extend my subscription to DISPLAY WORLD for one year, for 
which $13.00 is enclosed, a cash saving of $1.00. (All foreign 
combination orders, except Canada and Pan-American 
countries, $1.00 additional.) 
nid s6ébo kb shbkbdewds dle Onintnnd eae ndassen 
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Display Here And There 


SERIES of 
view in the 


suggested backgrounds on 
New York City office of 
magazine shows treatments 
for displays featuring the career girl. In the 
first, for the banking field, cancelled checks 
and used together ; 
five necklaces make the teller’s window, and 


(;lamour 


fashion accessories are 


the clock is formed by coms and jewelry. 
The appropriate slogan for each display is 
“The time 


job " 


the girl with a 
Necklaces and jewelled pins join the 
network of telephone and newspaper 
headlines in the salute to career girls in the 
held, and materials 
relating to business machines are employed 


the place 
wires 
communications 


simple 


in the third display. 


How a display can be both simple and 
etfective is demonstrated in the photograph 
at the lower left. Edward Wickliffe, Ivey’s, 
Greenville, S. C., gave added interest to the 
black and orange sportswear display by 
bright yellow and red cords arranged as 
shown. Pale green back-lighting was used. 

The giant crown was installed by Taka- 
shimaya Company, Ltd., Osaka, Japan, in 
honor of the Coronation which was attended 
by the country’s prince. It is de- 
the company’s advertising man- 
Kobayashi: “The crown is around 


crown 
scribed by 
ager, K. 


39 feet high by 33 feet wide, with 180 pieces 
of imitation pearls (diameter 8 inches) and 
200 artificial jewels —- diamonds, rubies, and 
sapphires made of glass and mirrors. Under 
the crown there is an eight-horse coronation 
coach that moves automatically by electricity 
to the merry melody of a coronation march. 
The whole works 200 laborers and 
cost nearly one million yen; it took almost 
one month to be accomplished.” 

Concluding the illustrations is a photograph 
of one of the unit displays found in the new 
showroom of Cohn-Hall-Marx, New York 
City. The dramatic use of lighting fixtures 
as display accessories for the fabrics is force- 
fully demonstrated. 


needed 
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Canadian Display Firm 
Changes Hands 

Joseph Anthony, Anthony Display 
pany, 73 King street, West, Hamilton, 
makes known that he has sold his company 
to Charles A. Maga. It will be continued 
under the present name the time being. 
Maga is well versed in display, having been 
employed by several of the large department 
Stores in the Niagara peninsula before going 
overseas with the Toronto Scottish: 
dangerously wounded 
service. 
Maga 


cover the 


( om- 


f« yr 


he was 


in France while in 


to 
western Ontario, 


has expanded the sales torce 


entire portion of 


has enlarged the showroom, and added a 
new papier mache shop. The company also 
imports from a number of well known 
American display firms and is desirous of 


hearing from still others. 
Moriarty Purchases Interest 
In Dallas Display Firm 


An interest in the well known display 
firm of Marshall FE. Moody Company, 1106 
East Jackson street, Dallas, has been pur- 
chased by R. E. (“Mickey”) Moriarty, who 
has been display director of W. C. Stripling 
Company, Fort Worth, for the past seven 
years. He will resign the latter post soon 
to become manager ot the display company. 
Prior to joining Stripling, Moriarty was 
with Sanger Brothers for 20 vears, the last 


decade as display director. His successor 


at Stripling’s has not been named as yet. 
Sales Promotion Manager 
Is Dai’s New Title 


Michael Dai has accepted a position with 


the Hershey Department Store, Hershey, 
Pa., as sales promotion manager. He was 
formerly in charge of display tor The Ikm- 
porium, St. Paul, and had been on the dis- 
play staffs of  Sterling-Lindner-Davis, 
Cleveland, and Rich's, Atlanta 


St. Louis Displaymen 
Attend Opera 

Members of the 
and triends 
of Rip van Winkle at 
the evening of July 13 
is the group's annual 
Admiral; this 
12. 


St. (;uild 


perlormance 


Louis Display 
attended a 
the Municipal opera 
Planned August 
boat ride the 
take on 


then 


lO} 
on 
3.0). will place 
August 
"Sponge-Like"’ Wigs 
Are Announced 


Herzberg-Robbins, Inc., 457 West Broad 
way, New York City 12, have announced a 
new development in wigs; according to a 
company representative, the new wig can be 
practically crushed like a sponge and still 
retain its shape. Literature is available 
from the firm on request 


Gene Carver Dies 
After Long Illness 
(gene A. C 
Palais 
atter 


the 
»? 


ee 


for 
June 
43 


and 


arver, display manager 
Lafayette, Ind., died 
a six-month illness. He was 
Surviving the widow 


Roval, 
yvear&rs 
three 


old are 


Sons. 
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It's quick and easy to create inspiring 
and strikingly effective settings and 
displayers at amazing 


with JEWELTONE GLASS TUBES. 


the wonder-working material that in- 
spires an infinite variety of colorful, 


radiant settings 


ornaments, 


panels, 


giant hanging 
posts, displayers, 
etc. JEWELTONE GLASS TUBES cost 
less than wooden dowels and can be 


used over and over again. 


ILLUSTRATED are a few of many sugges- 
tions for Reverent Holiday themes and 
year ‘round eye-catching decorations. 
JEWELTONE GLASS TUBES are 5 ft. 
Dia. Mirror Finished. Colors: 
Red, Green, Gold, Blue, 


*8.00 


long x 4" 


Chartreuse. 


SINGLE COLORS: One 


dozen to a carton 


ASSORTED COLORS: One dozen to a carton 


Order NOW through your 
local distributor or write for | 
FREE catalogue. 


« Manufacturers 


* Importers 

















































































Cerise, 


$8.50 per 


LOW COST 


Silver, 


* Creators 1 . LL 
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GRIFFIN GRAPHIC ARTS 


Nashville 3, Tenn. 
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DISPLAY 
TRANSPARENCIES | ' 


AND 
COLOR 
PRINTS 


AD COLOR Corp 






AD-COLOR 


FOR COLOR IN 
QUANTITY 












































HI-QUALITY! LOW PRICES! 


WRITE FOR NEW PRICE LIST. Ad Color can't 
be beat for price or quality in quantities 
from 1 to 2000. True, permanent color with 
a rich, photographic quality 











Our own dye 





process gives us unmatched color control 





We can correct your transparency. Approval 








proofs submitted. Satisfaction, fast service 























guaranteed. Ad-Color value proven by na- 
tional firms. (One Ad-Color Display Trans- 
parency increased sales as much as 350%') 


























Our prices are eye-openers—WRITE TODAY. 










650 S Arroyo Parkway. Pasadena 1. California 








HE California promotion originated in 

our publicity and merchandising de- 

partments. This was a _ store-wide 
event with all merchandise representative of 
California. The departments showing this 
merchandise included ready-to-wear, acces- 
sories, children, juniors, together with men’s 
furnishings and clothing. Also California 
furniture was represented, housewares, 
china, lamps, etc. 

The display department's job was to plan 
a theme that would bring all these ideas and 
merchandise together with one prop. Our 
decision was to use an orange tree. We 
felt that an orange tree and the props we 
would use with it would immediately convey 
to the public at first glance that this was 
really typical of California. 

We used artificial orange trees with about 
two dozen oranges on each. Underneath 
the trees were placed bushel baskets and 
hampers which were painted bright colors, 
such as orange and yellow; some were left 


California Comes To Kaufmann’s 


By A. T. DOEFFINGER 
Kaufmann Department Stores, Pittsburgh 


in their natural colors. Together with this 
setup were used signs made of natural cedar 
board with an orange-colored stripe, using 
dark green lettering showing our slogan for 
the promotion: “California Here It Comes 
To Kaufmann’s !” 

On our street floor we used nine 8&-foot 
trees which were placed on ledges. In the 
center of the street floor we used two 15- 
foot trees placed on platforms which called 
attention via signs to our auditorium dis- 
plays. On other floors throughout the store 
we used 6- and 4-foot orange trees in 
Various spot locations. 

Ten windows were devoted to this promo- 
tion - three to men’s wear and seven to 
ready-to-wear, children’s departments, ac- 
cessories, lamps, furniture, china, etc. The 
window props were “lean-to” setups, exact 
reproductions ot those seen on Olvera street, 
los Angeles. These windows were literally 
filled with merchandise. The lean-to in each 
case was built of California redwood and 
covered with various bright-colored thatch- 
ing. 

To attract further attention and arouse 
public interest, we used our = auciorium 
for additional displays representative ot 
California. Half of the area was devoted to 
21 missions, in miniature, reproductions of 
those located in California. The other halt 
of the auditorium was given to a scene rep- 
resenting a California desert at night. The 
background was painted very dark blue. 
The entire desert in front of the blue wall 
was planted with blue cedar trees. The floor 
was covered with sand about 6 inches deep. 
Planted in the sand were many kinds ot 
cactus, ranging from 6 inches to 10 teet in 
height. The mission background had a 
cloud effect in white, painted on that same 
dark blue background, to give it depth and 
realism. 

Both auditorium displays were dramati- 
cally lighted with blue fluorescent lights on 
the floor and colored spotlights overhead 
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A631 - CHEER LEADERS 
Each Plaque, 21 In. High 


Attract teen-age attention to your fall promotions with the use of 
these colorful plaques in your store window and interior. Rigid 
white display board processed red, flesh, brown, blue, green and 


blac 
Pkg. of 2 - - - $3.45 





ROYERSFORD, PA 





DISPLAY 
MATERIALS 


for Fall A any ALAS OW 
A251-FALL BOUNTY PANEL> 


Emerald green Facil-fab expertly silk screen processed red, yellow, 


orange, brown and tan. 


Means the 


THE REYBURN MANUFACTURING COMPANY 





timate : 


FINE 











30 In. x 40 In. 
Silk Screened Facil - Fab 


Sea 


Lis 


PHILADELPHIA, PA. 














Pen Display Contest 
Offers Cash Awards 


The Esterbrook Pen Company, Camden, | 
N. J., is offering a total of $1,450 in cash | 
awards in a national display contest for the | 
firm's products. Opening date for the con- | 

»2: | 


test is August 15 and it closes October 22 | 


it is open to all Esterbrook retailers in Com 


tinental United States. 

Contestants will be grouped in three divi- 
sions, with identical first, second, and third | 
prizes for each classification. The groups | 
are: department stores; stationery and pen | 
stores; book stores; drug store, and any | 
others. Top prize is $250, second is $100, 
and third $50. In addition, 25 fourth prizes 
of $10 will be awarded regardless of classi 
fication. Duplicate prizes will be given in | 
case of ties. Esterbrook will pay up to $5 


toward the cost of photographing each entry 
ull details the 
to the address given above. 


will be sent by company 


Kallenberg In Europe 
On Display Survey 
M. Kallenberg, 
New York City and producer of 
point-ot-sale displays tor many of the na- 
tion's leading advertisers, left on July 7 for 
an extended tour of Europe. Purpose of the 


Kay, Inc., 


president ot 
creator 


trip is to make a country-by-country sur- 
vey of what is being done in the European 
point-of-sale field compared to that of 


It is his plan to make his findings 
industry upon his 


America. 
generally 
return. 


available to 


sUay, t9Sa 
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DISPLAY PRODUCTS 


PATENT APPLIED FOR 










As used by Mr. George Allen of the 
Castner Knott Co., Nashville. 


Peg-O-Pol has 
thousands of uses 


for all types of 





merchandise. 






For further in- 








formation con- 
tact your local 
jobber or write 
direct. 





MFG. & SUPPLY CO. 


NASHVILLE 6 TENNES 

















How A Railroad Uses Display 


ANTA FE All the Way” 

been the slogan of sales 

and traffic promotion of the Atchison, 
Topeka & Santa Fe. 

In Santa Fe advertising this slogan, “all 
the way’ takes on new meaning. It denotes 
the extent to which activities 
will go to carry Santa Fe into every form 
attention to get 
hemefits 


has long 


feature 


advertising 


of public maximum adver- 
tising 
makes 
an interesting case how Santa 
Ke has leadership in this held. 


No activitv is too small or 


Display promotion of recent years 


history oft 
worked tor 
too large to be 


given proper attenuon; the only measuring 


stick applied to display promotion 1s how 


well the 
can bene&t from participation in the 


railroad 
various 


effective it will be and how 


promotions 
“\ Cc AaTC 


general 


fortunate,” declare \ \ Dailey, 
Santa Fe, 
country 
handicrait of 
that 
material tor 


advertisine manager ot 
able to tie-in the 


and the 


“in beimne scenu 


we serve unusual 


Indian artists and crattsmen provides 


colorful and distinctive display 


put Poses 


lravel and transportation has many sell 


46 


ing sides and a variety of companies and 
merchants need material for sales promotion. 
Department luggage travel 
bureaus, and sporting goods stores are just 
a few of the many constant users of Santa 
Fe's display material. Samta Fe _ benefits 
from further tie-ups to its Indian material. 
Western clothing, and 
manufacturers of similar items find the arts 
and 


stores, shops, 


Moccasin shoes, 


crafts of the Southwest country to be 
very effective in planning their windows 1n 
stores from coast to Coast. 

National magazines have proven to be an 
effective source for working out travel dis 
play tie-ups with merchandise. For example, 
Photoplay's “Hollywood 
Holiday” varied 


tie-ups manutacturers, 


promotion ot 
permitted types of 


with garment 


many 
COSs- 
(;lamour magazine's 


metics, tewelrv, ete 


“Time out to Play” enabled display contacts 


—Upper left and right, two displays from a 
store-wide promotion at Macy's, Kansas City: 
“Santa Fe Brings California to Macy's” ... 
Lower left, a Santa Fe tie-in display from Lit 
Brothers, Philadelphia Lower right, a 


similar window from Bullock's, Los Angeles— 


with stores promoting vacation clothing and 
a variety ef other merchandise needed by 
vacation planners. 

Many of the advertising properties used in 
Santa Fe display advertising are the work 
of Indian craftsmen. The Navajo blankets, 
Kachina dolls, pottery, baskets, jewelry, and 
costumes have proven to be the stopper 
in many of the displays worked out in con- 
nection with the railway. 

To collect this material Santa Fe sends 
members of its display advertising staff, 
who have a vast knowledge of the Indian 
country, on field trips into the Navajo coun- 
try of Arizona and the Pueblo country of 
New Mexico to purchase unique specimens 
bv natiye 

At the 
advertising display 


trys 


craftsmen. 
present time Santa Ke 
stock 


collections of 


has in its 
coun- 
most complete Indian 
Kachina dolls, drums, and other items 
ot Indian 


one of the 


rugs, 
handicraft. 

railroad 1s 
varied, due to the many types of companies 
and needing material. Oftentimes 
available will only accommodate 
[Please turn to page 59] 


Display promotion ot the 


stores 


the space 
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mannequins * 
wes OF display 
fabrics 
novelties 
fixtures 
accessories 


flowers 


com, this 1s your hallmark 
peau of QUALITY 


post, ledge and case units 


plaster 

plastic NATIONAL ASSOCIATION 
papier-mache OF DISPLAY INDUSTRIES 

wood 

metal 


floorings 
backgrounds 
window 


interior 





outdoor PROGESSIVE MERCHANDISE 
PRESENTATION 


The NADI will be happy to assist your display department and to supply 
them with information about its members and their products, in any of 


the above categories, upon request. No obligation of course. \/pite: 





NATIONAL ASSOCIATION OF DISPLAY INDUSTRIES 
203 NORTH WABASH AVENUE e CHICAGO I, ILLINOIS 





PVGY; tea 


MADISOMA 


Largest Manikin 


& Wig 


America s 
Refinishers Stylists 


NEW YORK—152 West 25th Street 
CHICAGO — 11 South Desplaines 
DALLAS — 3007 Canton Street 


FACTORY-ON-WHEELS 








New kyu 


GIMBALITE 
Display Spot 


NEVER TOO HOT TO HANDLE! 


COOLEST SPOT IN TOWN 
for WINDOW DISPLAY, 
EXHIBITS, CASES, etc. 


U. S. Pat 01234595 
See Distributor — Write Us 


Alexander-Tagg Industries 


DEPT. AB. HATBORO, PA. 
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which, after all, is the very best kind of 
giving. You can help your stores do a 
good atter-Christmas selling job by making 
the gifts people buy to give away look so 
tempting they come back later for duplicates 
for themselves. By showing how people 
will use things in the fashionable way, you 
sell the very idea of duplicating the gift 
for themselves. 

If ever there was 
an emotion that was Christmas in its every 
letter it's joy, and the joy of giving is the 
greatest emotion of all. How does fashion 
bring joy? Through the sheer beauty of the 
Way you express your display. 


Now for the ace of joy. 


(hristmas in 
its gaily-colored face is the gayest of all 
holidays, the time to let loose and have fun 
with the work that you do. It’s the time for 
all the baubles dear to a woman’s heart — 
the newest mobile earring that might make 
Mr. Calder blush. The lace bedecked slip 
that has nothing to do with practicality but 
becomes sheer joy to give and even greater 
joy to receive. 

Now the ace of admiration. The gift you 
admire because of the admiration for you 
that gift will bring. Women buy to arouse 
the emotion of admiration in their husbands 
and triends. They want the dress to make 
them look pretty, to make them look thinner, 
to make them look plumper. The wonderful 
styling of the whole half-size and women’s 
market today 1s proot of the power of the 
emotion of admiration. It’s the reason for 
the new Italian hair-do, the pointed toe shoe, 
the Harper's Bazaar nine-day wonder diet. 
without which we in 
the fashion world and you in the display 


The ace of taste 


world couldn't endure the rigors of our 
jobs. We are teaching taste day after day 
im everything we try to do. The taste of 
dressing, of furnishing one’s home, ot color, 
of line, ot design. We have a joint responsi 
bility, vou and I, to highlight the good taste 
in every kind of fashion and good taste, 
at the risk of being trite, hasn't anything 
at all to do with price. 
simplicity 


The good taste of 
could well be a keynote tor 
Christmas displays everywhere. 

The ace of love, and what an ace card 
that 1s because probably at no other season 
in the vear does the love emotion govern as 
much what we do. Christmas makes us 
begin to love all sorts 
Gifts of love 
The exquisiteness 


expansive and we 
of people with warm affection. 
should be gifts ot beauty. 
of a Steuben bud vase, the fine Irish damask 
cloth, the beautiful 

cultured pearl bar pin. 


fashion news ot a 

Love is a warm and 
friendly emotion | have thought many 
times why do Christmas displays have to be 
such overwhelming omnibus ones?’ Why 
cant they be the choice gift cased in the 
setting that causes their buying? What kind 
of a setting could we do with love? Who 
says our jobs aren't challenging ones? 

The ace ot spirit Spirit, the joe de 
vivre, the fun, the emotion of excitement, all 
the wondertul things that are such an 
integral part of Christmas itself. As I went 
through the fall fashion markets the past 
three weeks I was overwhelmed by this spirit 
that I found in fashion. I felt there were 
fashions to. suit mood of 


every every 


from the demure debutante to the 
duchess, her moods were really catered to. 
The huge vanity carry-all bag introduced 
by Dior in his openings and interpreted by 
everyone from Koret to Coronet is the kind 
of tun thing I mean. It seems imbued with 
the spirit of Christmas. I can see it laden 
with all the vanity producing things a 
woman uses and admits she uses from 
mascara in a gay gilded case to bobby pins 
of solid gold. Not just a handbag but the 
news in handbags. Not just bedroom slippers 
but the news in the beautifully decorated 
at-home slippers. Not just a scarf, but a 
gleaming bib of pearl-colored satin. 


moment. 


Now the ace of imagination, and here's 
where you men and women go to work. So 
little imagination exists in so many people 
it's up to we in fashion and you who display 
it to teach people what to do with what. 
What fun to take all the unconventional 
things that might be given tor Christmas 
gifts, the: soup strainer filled with bunches 
of fresh herbs, the slipper filled with gem- 
studded hose, the telephone cover on which 
cupids talk to one another! Of all the ideas 
| have ever seen in a Christmas window 
| remember most vividly the huge brandy 
snifter in Lord & Taylor’s window, brimful 
of cashmere sweaters in a bevy of pastel 
What an imaginative way to sell the 
idea of luxury in abundance to the luxury 


colors. 


loving! 

The ace of harmony. The emotion of 
harmony in a holiday where peace on earth 
good will toward men is the very keynote 
phrase. The harmony of beautiful color, of 
the relationship of one thing to another 
thing, bag and the glove, the table setting 
to the table cloth, the whole wondertul 
field of fashion in harmony with the gayets 
of the times from the gayest of appliqued 
felt skirts to the silliest red satin knee 
breeches. 

Let's now deal the ace of gratitude. The 
thankful feeling people have at Christmas 
to be able to give. Say it in windows and 
displays with gifts that express the gratitude 
we feel toward so many not the apron 
for the cleaning woman nor the automat 
pen for the grocery clerk but a gift that 
takés people out of their every day work-a 
day world. Somehow all fashion seems to 
have a hand in trying to do just that 
because fashion has defied the laws of price 
and even the $1.95 wool 
knitted wath 
talent. 

The ace ot prestige. The gift to be 
cherished forever. The prestige gift tor 
prestige giving. The emotion that sells 
diamonds and furs and silver. The prestige 
that comes to he who gives and he who gets 


glove is now 


design, with artistry, with 


through quality and fineness and perfection, 
fellowship. It’s the 
remembering of many who might otherwise 
be forgotten. It's the do-good spirit ot the 
Christmas season. It’s the fellowship that 
comes from association, and the mirrored 
lipstick for the bridge club girls and the 
beer stein for the poker-playing men. 


Lastly the ace ot 


Now our deck of cards where all the 
hearts are aces, all aces of emotion, is dealt 
out. Here are emotions that are tools to 
work with. Play them at Christmas for the 
greatest show on earth. Each of us in the 
world of fashion and the world of display 
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knows well these emotions: we have them 


all. Fashion is trying to make things better 


looking, better styled, more desirable than 
they have ever been before. So take these 
cards. Play them the fashion way, because 
this year more than ever before, Christmas 
is the fashion. 

Walter Krysto, display director of Jordan 
Marsh, Boston, was the next speaker; his 
topic was “The Important Outside—It Gets 
Customers.” A number of his points were 
illustrated with slides. He said: 

Beauty may be only skin deep — but it’s a 
sure-fire attention getter .. . and a pretty 
face is practically guaranteed to pull the 
eves of men... and women... in the right 
direction. 

Ot course the display manager can not 
always utilize a pretty face to focus atten- 
tion ot passersby on the store but all exterior 
displays serve as the store’s “facial” and the 
more attractive and ingenious it is, the 
more attention it creates. 

The exterior of the store in a general 
way introduces the customer to the = store 
and creates an impression as to its rating 
in the customer’s mind. 

There’s no question that every year 
marks another milestone in new ideas and 
new techniques used by display managers 
in the art of exterior decorations. This will 
be even greater as time goes on due to the 
natural competitive spirit in the display 
field. 

We at Jordan Marsh are very conscious 
of our “facial” and constantly strive to set 
up displays that will draw attention as 
well as draw favorable comments from 
passersby .. . we want them to become 
Jordan Marsh-minded. 

Let me give you several examples of how 
ve do this. 

We have a suburban store in a community 
called Framingham, which is about 17 miles 
from our main store in Boston. It 1s part 
of a new shopping center called “Shoppers 
World” in which our building dominates. 
First — it is the main store in the front 
area. Secondly — it has a unique circular 
construction. These two factors, in them- 
selves, help create a good “facial” for us 

but we do not stop there. 

Here is an aerial view of Shoppers World 
in which you will note the huge 300-foot 
diameter dome of the main building, which ts 
so located that its audience 1s primarily on 
Route 9 — the express highway trom Boston 
to New York. Even at high speeds, the 
Jordan Marsh building draws comments 
from passing motorists. 

An example of the type of display used 
on this building is shown here in this view 
of “Reindeer Over the Dome.” Because the 
scale of the roof was so huge, preliminary 
sketches showed us we had to make the 
unit about three times life size to be ef 
fective. Because the dome of the building 
has no posts inside supporting it the roof 
load was kept at a minimum in building the 
display. It had to be kept within strictest 
weight limits. This challenge was solved 
by use of “Celastic” in all possible con- 
struction teatures, along with an ingenious 
web device to anchor the display on the 
dome itselt without damaging the roof. 

Another successtul display was our giant 
[Please turn to page 68] 
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No longer a display man’s dream, 
the idea of hanging merchandise at any height in any position 
is now POSSIBLE, PRACTICAL AND QUICKLY DONE! Hangiag 
objects can be moved instantly back, forward, left, right, up or 
down to suit the design of the window. All the dramatic tricks 
of the stage are at your immediate command with the Seel- 
ingrill. The Seelingrill permits you to trim heavy yet look light 
and airy . . . and all of this NOT IN 10 HOURS PER WINDOW 
BUT IN 1 HOUR! (Proven by actual time study tests.) 


SPECIFICATIONS: Seelingrill is a spot welded grill of Y%” 
square steel, laid out in 6” squares. 3° x 6 26.13 
4" x 8...... 41.80 
Ceiling Toggles — .50 each 
(6 required for 3 « 6) 

(9 required for 4 « &) 


ORDER TODAY 















460 W. 34th St., New York 1, N.Y. 
°T.M. BRyant 9-5750 





Fine 4'/.‘’ Fresnel lens, 
reflector, cord and plug. 
Universal mounting 
bracket. Three gelatin 
colors and holder. Only 
$9.45. 400 watt model 
with bulb, $11.55. 1000 
watt model, $13.50. 


Automatic color chang- 
ing wheels also avail- 





able. 


BEST AUTOMATIC 
No. 155 


jor G.E. R-40 Spot Lamps. 


Motor driven color wheel 


Small enough for cases. 


Big enough for windows. 


Ideal for short range 
white or color lighting 
from 12’ spot to 36°’ 
spread at 3 feet. Hood 
measures only 4',‘’x 
S'x2'4"". Very light 
weight. Fresnel lens, 
polished mirror, univer- 
sal mounting bracket, 
cord and plug. Three 
gelatin colors and hold- 
er. Beautifully finished. 


Only $8.45. With 100 
watt bulb, $9.55. 


and universal mounting 
bracket. Complete with 
G.E. R-40 spot lamp, only 


$20.91. 

















EMPORIUM-STONZSTOWN 


[Continued from page 35) 


Large modernistic mirrors throughout the 
dress and suit departments are a basic part 
of the display rack, being built as a solid 
end-piece. 

Travertine marble gives a rich facing to 
the elevators. As one ascends the electric 
stairs to the third, or top level, the boys’ 
department comes into full view in the form 
of a corral made out of pecky cypress wood. 
It is mounted with bright Western wear. 

Adjoining this is the g.rls’ Hi-Teen 
Shop, and the infants and children’s section. 
All are primarily self-service. The materni- 
ty shop is located next to the infants’ 
department, which is certainly logical. Most 
people like the idea, feeling that the two 
belong together so save many a weary step 
for the expectant mother. 

Suburban San Francisco 


club women 


| make constant use of the Emporium-Stones- 


town’s 300-seat auditorium. They use it for 
fashion shows, bridge lessons, lectures, and 
various community projects. It is made 
available at no charge, of course —a service 
from a big store that believes in the policy 


of neighborhood friendliness. 


A portion of one of the auditorium walls 
is removable, opening directly into the toy 
department. In this way at peak 
merchandise can be spilled over into the 
auditorium Santa can establish his 
headquarters. 


season 
where 


According to the sales people in the toy 
department, many of their regular customers 
throughout the year are youths from ten to 
thirteen, showing again the more relaxed 
neighborhood trend. Downtown most all of 
the children in this age bracket are super- 
vised by parents. 

The terrace which opens off the top level 
is spacious, and a marvelous place to dis- 
play garden furniture this time of year. 
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Ray ENTERED DISPLAY RATHER BY ACCIDENT. IN THE WHOLESALE 
DLING CORRUGATED MATERIAL FOR 


PAPER BUSINESS, HE BEGAN HAN 
a WINDOWS IN 1937. HE DECIDED 


THERE WAS A PLACE IN 
INDIANAPOLIS FOR A DISPLAY 
MATERIAL HOUSE AND IN 
, $940 OPENED HIS SHOW- 
q ROOM. HE SAYS, “! HAVE 
; BEEN GETTING AN 
|} EOUCATION IN DISPLAY 
EVER SINCE!” 


n é 


Jf 
OTHER THAN FISHING & 
HIS FAMILY, HIS HOBBY 
| (IS HIS BUSINESS. HE 
, LOOKS FORWARD To ALL 
,’ DISPLAY MARKET WEEKS 
1 AND THE CHANCE TO MEET 
4, ALL THE WICE PEOPLE CON- 
- WECTED WITH DISPLAY. 
HIS ONLY REGRET IS FOR 
“we, THE 20 YEARS HE SPENT 
| WORKING OUTSIDE 


) | ~~ THE DISPLAY 
— 


PENS DISPLAY UITS PENCILS 


“BACK TO SCHOOL" 


SLATES PLAID PAPERS RULERS 
Catalog on request 


OUR "BACK TO SCHOOL” KIT 
PARCEL POST SPECIAL 
is an attractive group of 3 pencils and 3 pens, * 
diameter and 48'' long in red, green, yellow or 
assorted and 3 rulers, 4° x 44° of wood grain 14 
ply paper board. Can be shipped parcel post. 


$13.05 F.O.B. Brooklyn, N. Y. 


See your jobber or write to us 


THE MULDNER COMPANY, INC. 


397 BRIDGE STREET BROOKLYN 1, N. Y. 














DISPLAY SUPPLY CO., INDIANAPOLIS , INDIAWA 
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PLEASE MENTION DISPLAY WORLD e 
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and enjey the scenic view of peaceful Mount 
Davidson, or watch the 19th avenue traffic 
swirl past in the foreground. At Christmas 


time the terrace is the second stop for the 


children after visiting Santa, for then gay, 
melodius mechanical rides invade every spot. 

On this floor all sewing needs are grouped 
conveniently together. The dramatic “bee- 
hive” case in the yarn department and the 
special “hairpin” rack for displaying piece- 
goods are typical of many of the custom- 
made pieces of equipment for self-selection 
at the new Emporium. 

Women stop in at the skylit Knit Room 


with its clever crossed needle’ wallpaper 
when they need free instruction. There are 
aqua chairs with a friendly look, instruc- 
tion books, a winding machine, and a sink 


—so important to help keep yarn clean. 
In contrast to the modern keynote 
throughout the [Emporium 
the lush ladies’ lounge. It is 
torian decor, with its horsehair love-seats, 
fabulous gold candelabra, antique white 
chairs, and glitterintg bird cage. The walls 
are done in flocked paper and hung with 
beautiful paintings. Encased in plastic in 
the door to the powder room are butterflies 
and leaves. 
Despite all 
streamlining 
porium 


solo 
Stonestown 1s 


Vic- 


rOCOCCO 


and 
lem- 
na- 
personnel 
from 


the 
for 

management 
brands 


modern equipment 
sales efhciency, the 
offers time-tested 
tional with stress to all 
old-time friendliness to shoppers 
one of the biggest residential areas ot San 


On 
Francisco. 


Course In Color Harmony 
Available To Displaymen 

The Los Angeles Trade Technical Junior 
college is now offering a course of instruc- 
tion known as “Technical Color Harmony,’ 
which will of interest to displaymen in 
instruction is on the Ostwald 


be 


that area. The 


system of “measured color,” a system now 
accepted by the National Bureau of Stand- 
ards, the Optical Society of America, and 
the Inter-Society Color Council of the 
United States. 

This class instruction is at might only, 
the next class commencing September 18; 


it will be held on Friday evenings and 1s 
semester in length. Information may 
be obtained from the evening division of 
the college at 1646 South Olive street, or by 
writing the instructor, Naoma Sperka, 403 
Loews State building. 


Added Facilities 
For Detroit Firm 

Harold Bromel, of the Detroit 
ing his name, announces the expansion of 
the company’s plant facilities. 


one 


firm bear- 


The new ad- 


dition, which is adjacent to the plant at 
19745 Ralston, doubles manufacturing ca- 
pacity. The firm designs and builds ex- 


hibitions, displays, and staged presentations, 


Southern Representative 
Appointed By Ledlin 

Ledlin Lighting, Inc., 431 West Broadway, 
New York City 12, has appointed The Annex, 
Inc., 1224 Spring street, N. W., Atlanta, as 
its representative in Virginia, North 
and South Carolina, Georgia, Alabama, Ten- 
nessee, and Florida. 


sales 
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rhere the leisurely shopper can rest awhile 
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THERE'S A SPANKING NEW 


ARRIVAL WE'VE NAMED... 


3-DIMENSIONAL 
ako) M1>Y-0 Mam) tole) 7 Wale). b: 


























































































When requesting your copy of ‘this wonderful new ‘53 
Catalog Weather-Proof, Outdoor- 
Indoor Illuminated Plastic Inserts, etc.. send for name of 
your nearest Jobber having Samples of these 3-DIMEN- 


SIONAL PLASTIC INSERTS, HOLDERS, ACCESSORIES 
AND NATIVITY. 
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BISHOP PUBLISHING COMPANY 


168 NORTH CLINTON STREET oF Ley \clomy. mami aa, (e)b 
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Norton Jackson Ils Named 
POPAI Executive Director 
Ni mrton BB 


Jackson has been appointed 
executive director of the Point-of-Purchase 
New York City, it 1s 

Ash, chairman of the 
He succeeds ]. Kings- 


Jackson has broad ad- 


Advertising Institute, 

announced by Walter J 
executive committee 
levy Gould, resigned 
vertising and promotion experience acquired 


as advertising and marketing manager of 
the American Can Company, St. Regis 
Paper Company, and Thatcher Glass Con- 


tamer Mig Recently he has been 
associated with an advertising agency. 


W. LL 


Clation, recently announced a new, enlarged 


Companys 
Stensgaard, president of the asso- 


program tor membership, including two new 
known as associate 


membership. 


Classifications to be 
sustaining 
Both classifications are non-voting and non- 


membership and 
exhibiting, and are for agencies and manu- 
well as individuals, who are 
furthering and gen 
eral improvement of point-of-purchase mar- 
keting, promotional programs and activities. 


lacturers, as 


interested in research 


Garrison-Wagner Extends 
Western Coverage 

The Garrison-Wagner Company, St. Louis, 
plans to extend its Western coverage in the 
future McMillan, who formerly 
represented the firm im Michigan, is moving 
to California and will make his home at 
He will cover the San Diego area 


near Jay 


Yucaipa 
and extreme southern part of the state, as well 
as New Mexico and Arizona. McMillan has 
heen with the firm for a number of years and 
is well known in the field. 

krwin Hiffman, who had covered the above- 
mentioned territory, will now concentrate on 
the Los Angeles, San Joaquin valley, and Bay 
area of California. 


Literature Released 
By Display Marketers 

\ back-to-school and fall catalogue has 
been released by Display Marketers, Inc., 
1021 South Ninth street, Philadelphia 47, and 
will be sent on request on company letter 
head. Included are three-dimensional 
pieces, die-cut signs, pennants, card toppers, 
display props, and related items. 


Registered Trademark 
For ‘'Blinker-Lites" 

Noel Manufacturing Company, Inc., 25 
last 4th street, New York City 3, announces 
that its trade “Blinker-Lites,” 
been registered in the United States patent 
othcee and that its use by others will be in 


name, has 


violation of the country’s patent laws and 
that its rights will be defended. 


Free ‘'Vizuclip'’ Catalogue 
Offered By Darling 


which illustrates the L. A. 
Darling Company “Vizuclip” system of fix- 


\ catalogue 


turing to pertorated panels will be sent free 


on request to the company at Bronson, 


Mich. Using the clips with any standard 
“4- or '-inch perforated board makes pos- 
sible completing a display panel within a 


matter of minutes. it is said. 
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Your New York BUYING GUIDE 


Allied Display Marerials, Inc. 
65 Madison Ave. MU 5-6487 
NOVELTIES, ARTIFICIAL FLOWERS & 
DISPLAY MATERIALS 
For Windows and Interior Store Display 





Kaimo Textiles, Inc. 
"23 W. 44th St. JUdson 2-5185-6 


DISPLAY FABRICS, SATINS, SHEERS, 
AND MONKSCLOTH 





Arts & Flowers Displays, Inc. 
43 West 56th St. Cl 7-6848 


Manufacturers and Importers 


REED, NOVELTIES and FOLIAGE 


A. Lutz 
3 West (8th St. CH 2-6264 


REED AND RATTAN DISPLAYS 


Display Units, Frames, Screens, Novelties, Fixtures 





Bliss Display Corp. 
460 W. 34th St. BR 9-5750 


DISPLAY PROMOTIONS 
Display Settings, Novelties, Animated Displays 


Maharam Fabric Corp. 
130 West 46th St. LU 2-3500 
DISPLAY FABRICS & ACCESSORIES 


Chicago 115 S. Wabash 
Los Angeles 1113 S. Los Angeles 





Bois Smith Studios 
228 West 39th St. LA 4-4992 
WINDOW & INTERIOR DISPLAYS, 
ARTIFICIAL FLOWERS 





Messmore & Damon, Inc. 

1461 Park Ave. TR 6-3530 
MECHANICAL DISPLAYS 

Papier Mache, Industrial Exhibits and Dioramas 





Bonafide Display and Decorative Co. 
61 West 37th St. WI 7-7965 


ARTIFICIAL FLOWERS and FOLIAGE 
Original Creations for Better Displays 


Metropolitan Mechanical Display Co. 


We Buy, Exchange, Rent or Sell New and 
Used Mechanical Displays & Mannequins. 


MECHANICAL BOOKS 
50 West 22nd St., New York OR 5-1280 





L. J. Charrot Co. 
36 West 37th St. WI 7-1687 


ARTIFICIAL FLOWERS 


Display Units, Novelties and Decorations 


Natural Creations, Inc. 
233 Fifth Ave. LE 2-2377 
FOLIAGE NOVELTIES, 
DISPLAY DECORATIONS 


Creative Displays — “It's a Natural” 





Colonial Decorative Display Co., Inc. 
70 West 40th St. WI 7-0230 


ARTIFICIAL FLOWERS 


Decorative Display Units, Novelties and Decorations 


Thomas Pace Co., Inc. 
506 West Broadway GR 7-0778 
ARTIFICIAL FLOWERS & XMAS TREES 


Decorative Display Novelties 
Sell to Jobbers Only 





Decorative Creation & 
Art Flower Co., Inc. 

13 West 27th St. MU 6-1798 
ARTIFICIAL FLOWERS, DISPLAY 
DECORATIONS 
Imported Novelties, Settings 


Louis Schneider Corp. 
6 East Second St. OR 4-3723 


ARTIFICIAL FLOWERS & FOLIAGES 


Display Decorations and Novelties 





Decorative Plant Corp. 
136 West 24th St. WA 4-4405 


ARTIFICIAL FLOWERS 
Display Settings, Novelties, Units 





Nat Siegel, Inc. 
39 West 37th St. WI 7-8485 
MANNEQUINS AND DISPLAY 
EQUIPMENT 


Distinctive Display Fixtures and Novelties 





The Display Equipment Corp. 

147 West 37th St. BR 9-8450 
Manufacturers and Distributors of Exclusive 
CORONET & WINDSOR 
MANNEQUINS 


D. G. Williams, Inc. 
498 Seventh Ave. LA 4-4069 


MANNEQUINS & DISPLAY FIXTURES 
Display Novelties and Equipment 





Frankel Associates, Inc. 
56 W. 45th St. MU 7-3434 
DISPLAY FABRICS & ACCESSORIES 


127 N. Dearborn St., Chicago; 
424 Book Bldg., Detroit; 819 Santee St., Los Angeles 


The World-Famous Fashion Museum 
16 West 77th Street TR 3-9103 
CHARLES LEDERMAN, HISTORIAN 
Can Furnish, on rental basis, authentic period outfits to 
highlight your anniversary, special events, spring or fall 
promotion. Ask for information. Recommended by 

N. Rk. D. G. A. 





Victor Haida Displays, Inc. 
149 West 24th St. CH 3-3540 
DESIGNERS & MANUFACTURERS 
OF CREATIVE DISPLAYS 


Largest Showroom in the Country 


Nathan Zucker 
45 West 38th St. 


WI 7-2653 
FEATHERS — ARTIFICIAL FLOWERS 


Samples on request 
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David Hamberger, Inc. 
115 West 31st St. PE 6-0464 


MANUFACTURERS OF DISPLAYS 
Artificial Flowers, Functional Units, 
Backgrounds, Novelties 





SAVE TIME — DO YOUR 
DISPLAY BUYING IN 
NEW YORK 





It's Always MARKET WEEK in New York 

















IT'S ALWAYS MARKET WEEK IN NEW YORK 


Father Knickerbocker hardly fore- 
saw the beauty and drama of the 
modern store. High-styled fashions 
to clothe the human form are 
woven of the stuff of dreams. 
Stylewise display is created to 
dramatize and sell the new in 
every type of merchandise. 
Ecstatic sculptures, weird fantasies 
of engrossing wizardly and shapes, 
together with the strictly func- 
tional display pieces, abetted by 
the skill of the displayman, have 
brought display to new heights of 
potency. These you will find for 
convenient inspection in New York, 
where the world's crossrroads 
bring these ideas into focus. 




































ee 
‘ 
r @ Rete ee ee eee 
7 “ ' < 
~~ <> ~ > >< >< > 
Net he ee be . = ~ Ss y y es 
> + ~-2 ar 
‘ - i 


—_" 
" = 
~~ a 


+ 


NEW PREST-O-LLOYD PANELS 
for Smart, Effective Display Backgrounds 


Now, by adopting new Prest-O-Lloyd Panels for your displays, you can create smart, 
effective backgrounds for displaying practically any merchandise. Versatile Prest-O-Lloyd 
Panels’ classic Grecian Key design harmonizes perfectly with most any merchandise while 
giving an air of distinctive smartness to the overall display setting. Its clean cut lines and 
eye arresting, perforated allover pattern attract and center attention on displays. In addition, 
whether used in windows or interiors to make screens, displayers, units or simple framed 
panels, Prest-O-Lloyd lends itself perfectly to the use of unusual lighting effects and display 
treatments. Moreover, many “Peg-Board” fixtures, some of which you may already have, can 
be used with the panels thus increasing the adaptability of Prest-O-Lloyd to your particular 
display needs. 


Introduced exclusively by the Garrison-Wagner Co. at the recent N.A.D.1. Market Week 
in Chicago, new Prest-O-Lloyd Panels are made from United States Plywood Corporation 
Tek-Wood with an allover, perforated Grecian Key design. Prest-O-Lloyd Panels are available 
in a complete range of sizes from approximately 18 in. by 21 in. to 4 ft. by 8 ft. In addition, 
individual panels may be easily cut into odd sizes and shapes or combined with other panels 
to create a wide variety of eye-arresting disnlay treatments. Plan now to dress up your displays 
with Prest-O-Lloyd Panels. 


Write Today for Complete Information, Samples and Prices. 


Garrison-Wagner Company 


2018 Washington Avenue St. Louis 3, Missouri 








YOUR LIGHTING HEADQUARTERS 


QUALITY LIGHTING UNITS USING FULLY 


GUARANTEED AMERICAN MADE BULBS 
WE MANUFACTURE 


NOEL BLINKER*LITES® NOEL STEDDI-LITES 


and many others 
Our lights operate with or without transformers 


WRITE FOR NEW 1953 PRICE LIST 


NOEL MANUFACTURING COMPANY, 


25 EAST 4TH STREET, NEW YORK CITY 3 


INC. 


"Reg. LU. S. Pat. Off 
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Chaney Places First 
In Display Contest 

C. E., Chaney, display director of the 
May Company’s Lakewood branch store in 
Long Beach, Calif., was awarded first prize 
in the national window display contest spon 
sored by Spectrum Fabrics Corporation, in 
conjunction with the “Sew-It-Yourself” slip- 
cover and drapery clinics held throughout 
the United States this past spring. 

Second place was awarded to Everett 
Quintrell, Elder & Johnston, Dayton, while 
third prize went to Ralph Gollahon, John A. 
Shillito Company, Cincinnati. First prize 
was a $100 U. S. pon sond, second prize 
a $50 bond and third a $25 bond. 

Judges for the contest were Doris Burrell, 
managing editor of Department Store 
Economist; Joel Lewis, managing editor of 
Printers’ Ink, and Irving C. Eldredge, 
assistant manager of the Visual Merchan- 
dising Group, National Retail Dry Goods 


Association: all are of New York City. 





Southern Association 
Plans National Group 

A change in the name and by-laws of the 
Southern Display Association was decided on 
at a meeting held by members of the board 
during Display Market Week in Chicago. 
The move is being taken to enable the 
group to try to form a national displaymen’s 
organization. Full details have not vet been 
worked out but it is proposed to open the 
membership to all store display directors, 
manufacturers and their 
setts, display director 
Louisville, is head of the 


assistants, display 
salesmen. Escher 
of Stewart's, 


present organization. 


Self-Contained Displays 
Described In Bulletin 

A four-page illustrated bulletin describing 
its line of self-contained convention displays 
from Ohio Displays, 2206 
Cleveland 14. Asserted to 
answer to many problems of trade 
show exhibitors, the compact exhibition 
units, known as “E-Z Packs,” are made to 
fold into a single shipping case. All wiring 
is complete, and the entire unit can be 
installed by one man without special skills. 


is available 
Superior avenue, 


be the 


Arrow, Philadelphia, 
Has New Merchandisers 

“Uniflex Merchandisers” 
to the line of Arrow Display Associates, 
Philadelphia 40; the units consist of sturdy 
tables, shelves, and iron posts which can be 
converted into various types of fixtures. 
All shelves are constructed of white filled 
natural finish plywood with 1%4-inch mould- 
ings. The are a dusk-tone iron. 
Shelves are designed for use with all types 
of plastic trays for softgoods or with regular 
binning glass and fittings. The ticket mould- 
ing is for %-inch tickets. Descriptive 
literature is available on request. 


have been added 


posts 





Joe Frankel Back 
After Long Trip 

Joe Frankel, Frankel New 
York City, has returned from an eight-week 
visit to Europe. 


Associates, 


DISPLAY WORLD 













































Displaymen Offered 
Buying Service 


Display Buyers Purchasing Corporation 
has been established at 933 G street, NW, 
Washington 1, to supply stores with a dis- 
play purchasing service. Representatives 
ot the firm will cover the New York City 
and Chicago markets, and semi-monthly re- 
ports will 
and new 
Companys 


sent to members listing basic 
items available. Principals ot the 
are: L. Schwaab, president; Elmer 
Schwartzman, and Sodden. 


be 


(;,eorge 


Combination Products 
Issues Catalogue 

Featuring interchangeable polished chrome 
and trosted silver metal price markers and 


displays, the new Combination Products 
catalogue shows several additions to the 
company's line. Among them are one-piece 
silhouetted metal word units suitable for 
counter and window use and for use as 
identitying desk signs. Also included are 
several new glass and plastic signs tor 
fastening to doors and walls or for use with 
easels as desk signs. The catalogue 1s 
available on request to Combination Prod- 
ucts Company, 64 West 23rd. street, New 


York City 10. 





Change Of Location 
For Roto-Splay 


Roto-Splay Company has moved to larger 
quarters at 1276 Queen street, West, Toron- 
to, Ont. Concurrently, the company has 
announced a new turntable designed and 
manufactured by the firm to accommodate 
heavy displays. It can handle weights up to 
750 pounds, is available for 25 or 60 cycle, 
and is said to operate noiselessly with no 
interference for radio or television, 


ee ee a 


Local Display Contest 
Plans Under Way 


Arrangements 
annual display contest 
Woman's Committee 
Symphony orchestra. Display field mem- 
of the planning committee include 
Andrew Matzer, Rollman & Sons Company; 
Del Heizer, Mabley & Carew, and Russell 
C. Kehrt, Jenny’s, Inc. 


made tor 
sponsored 


for the Cincinnati 


are being 


by the 


bers 


Benguiat Resigns 
At Goldsmith's 


Jack J. Benguiat has resigned his position 
as display director of Goldsmith Brothers, 
77 Nassau street, New York City, after being 
His 


future plans have not been announced as yet. 


associated with the firm for 25 years. 


Gasques On Trip 
To West Coast 


Boyd Gasque, represents W. C, 
Hurlock, Inc., Lansdowne, Pa., in the 
Southern states, and Mrs. Gasque are on a 
month’s automobile trip from their home in 
Roanoke Rapids, N. C., to the West coast. 
They will visit several cities in Mexico as 
well, and spend a week in Las Vegas. 


who 
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DECORATIVE PLANT CORP. 
36 WEST 24th STREET, NEW YORK II, N. Y. 


































LOS ANGELES BEACHWEAR 
[Continued from page 27] 


straw hat covered with gay sea shell pins 
and perched on a bit of driftwood, rounded 
out the rest of the rich detail. 

Striking proof of what one can achieve 
with creative imagination and good taste 
was demonstrated by Dan Clark, display d1- 
rector of Nancy's, Hollywood. He created 
the entire mood and atmosphere suitable to 
his subject matter, “Sea Silhouettes,” with 
but one primary prop — some pink net. This 
net was tacked to the ceiling and draped 
to the floor. Invariably the arrangement 
was entwined in some way with the single 
figure in each of the six windows. The net 
was also stretched and pulled into sweeping 
spiral patterns with almost invisible wires 
toward the side and rear walls. Attached 
to the net was a black and white striped 
four-piece set of matching bra, shorts, slacks 
and cotton dress. White terry cloth trailed 
down from the mannequins hand to the 

WRITE us today — floor, where Clark made a small concession 
so thot our repre- 
sentative can con- 
tact you. 


to realism by placing a minimum of pink 
and white sea shells and gravel on the gray 
floor carpeting. It was the strong, un- 
filtered illumination of the bare pink side 


and back walls which heightened the appeal 
of these windows. 


Harold Kelly, display director of Des- 

mond’s, turned to mythology and let Nep- 

! tune point up an underseas_ setting for 

A rg nage of Leadership | beachwear for the entire family. In all 
in the Design and Manufacture there were seven figures in the window, two 


of Distinctive Display Materials. groupings at each extremity and a seated 


422 EAST GRAND DES MOINES 9, IOWA | Father Neptune; he resembled one of 
Michelangelo's heroic figures. 

Enclosing the sides and back of the 
display was an arresting deep aquamarine 
drop of shimmering strands of cellophane 
to heighten the undersea effect. Sprayed 
tree branches, starfish and other submarine 
residents comprised a background for Nep- 
tune himself. Appropriate copy on. the 
card read: “Shove off to summer with 
--» for that smart, Desmond’s beachwear.” 

modern look at In contrast to the more frilly settings 

modest cost! for women’s beachwear, Don Greer, display 
manager of J. W. Robinson's in Beverly Hills, 
came out with a display of men’s swim 
trunks with a treatment about as masculine 
as a football dressing room. Its strength 
appeal to the male was evident in every 
visible element from the muscular torsos in 
a balanced, formal arrangement, to the 
squared-off gridiron background. There 
was no concession to the soft line, the 
gentle curve in this window aimed at men. 
Neither were there any recumbent, relaxing 
THE UPSON COMPANY, 717 Upson Point, Lockport, N. Y. figures. The single mannequin wearing a 


ria Send me detailed information on Upson Striated Board [ 
— Kasy-Curve Board [] Cut Out Letters 


UPSON EASY-CURVE BOARD wanes a 10-foot net hung from a spear. To his 
nee ae and — of siden dines right was a panel of fish. Three torsos, two 
eimest any size and radivs. 

Street , 
UPSON CUT OUT ALPHABET LETTERS a | while beach robes and underwater gear such 
. * . t e ~ 
in 8°, 54°, and 3° sizes. ed | as goggles, spears, and swim fins were 
arranged in symetrically balanced groups 








Think what you can do with a Striated 
surface on famous Upson Panels. Com- 
plements almost any modern motif. 
Stimulates fresh and original designs. 
For information, mail the coupon! 











two-piece outfit stood like a ramrod_ before 





on foot-high stands wore solid color trunks, 





on each side. 


| USE THE | One of the more pleasant traditional ar- 

bE c A T an ig R S | OPPORTUNITY EXCHANGE | rangements was composed by John E. Cooke, 

ALL TYPES — ALL COLORS FREE SAMPLES I For any WANT AD purpose: | display director of Coulter’s on Miracle Mile 

| POSITION WANTED POSITION VACART | | (not pictured). Bordering closely upon the 
R SALE | 


MANGROVE FEATHER CO., INC. | USED DISPLAY EQUIPMENT FO classic concept, his placement of six manne- 
19 Ws 38th Street, Dept. OW, New York City 18 REPRESENTATIVES WANTED 


ring 45558 | | $4.00 Per Column Inch~ CASH WITH ORDER 





quins was so casual and natural that the 
eye moved effortlessly trom element to ele- 
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ment. Such easy naturalness and grace 
keeps interest focused upon the merchandise 
and not the props and atmosphere. 

Tropical fern, bamboo, and palm trees 
with bright vellow and green heads in front 
of a lighted alcove with sides of bamboo 
comprised the setting. A large circular 
platform was used to add height in the 
center where a figure with an inflated float 
was applying sun tan lotion to her leg. 
Another resting figure in the toreground 
played with a ball and a black stylized 
poodle. The card copy read, “Swim togs in 
colors keyed to the season.” 


Lee Wardrip Resigns 
Kern's Position 

Lee Wardrip has resigned his position 
with Ernst Kern Company, Detroit, in 
order to join Ross Roy, Inc., advertising 
agency, where he will direct the exhibits 
and display department. He was display 
director of Kautmann’s, Pittsburgh, until 
he took a similar position with Kern's five 
vears ago; later he was made publicity dt 
rector and sales promotion manager, the 
position he held at the time of his resigna 
tion. 





Twins Are Born 
To Vierhellers 


Twins were born to Mr. and Mrs. Flint 
Vierheller in Denver recently. He 1s_ the 
son of Ll. T. Vierheller, Garrison-Wagne: 
Company, St. Louis, who is the new presi 
dent of the National Association of Display 
Industries. Formerly connected with the 
St. Louis firm, Flint is now in the real 
estate and insurance business in Denver. 


New Display Mart 
For Los Angeles 

Sidney Newhoff Associates, Los Angeles, 
reports application for tenancy in a new 
display mart to be opened soon in a cen- 
trally located building. Plans tor the mart 
are now nearing completion. It will con 
tain 30,000 square feet of display and manu- 
facturing space. 


—_—- ee - —_ — 


Flair Plastic Acquires 
Multi-Fit Wig Rights 

Flair Plastic Mannequin, Inc., 15 West 
I8th street, New York City, has acquired 
sole rights to use the Multi-Fit latex rub- 
ber-base process to assure perfect fit on re- 
placement wigs. Flair will continue using 
its custom-made wigs on all the company’s 
plastic figures. 


ee ——— 


Collier Joins Hulsizer's 
As Sales Representative 

R. FE. Collier, Fort Smith, Ark., has been 
named Southern sales representative for 
Hulsizer’s, Des Moines, according to Lloyd 
Dalbey, president of the firm. Collier was 
display manger for Pollock Stores Company 
in Fort Smith for eight vears before accept- 
ing his new position. He will supervise 
sales in several Southern and Southwestern 
states. A navy veteran, Collier has been 
active in veterans’ training classes and adult 
education. 


PeLy, toa 
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add sparkle to your displays 








Here’s a sparkling fresh idea for window, backdrop or 
counter display. Sparkl-Tex combines a feeling of snowy 
crispness with eye-arresting glitter ... sets off your display 
to best advantage. 

Shiny aluminum flakes in silver or a combination of 
silver-red-green are sprinkled on fireproofed cotton wadding 
~— then baked on by special process. Sparkl-Tex has body 
for easy handling, accurate cutting. Its depth allows it to 
fall in soft, snow-blown contours. 

For store display, Sparkl-Tex is available in rolls 36 
inches wide and 12 or 48 yards long. Smaller sheets are also 
available attractively packaged for resale. For full infor- 
mation, prices and samples, write Dept. |)7. 




















FLASHERS 


KE Since 1900 


Force Attention, Increase Advertising Value 


REZE2LERS 
® ELECTRIC COMPANY 


55 RIVER ROAD RIVER GROVE. ILL 


















USE THE 
Opportunity Exchange WINDOW DISPLAY 
For any, WANT_AD puree MATERIAL 


POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE BECKER SIGN SUPPLY co. 
$4.00 Per Column Inch— CASH WITH ORDER 319-321 N. Paca St. Baltimore 1, Md 
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The NEW, easy and colorful way 
to decorate those odd-shaped, dif- 
ficult spots 


EATON 
SCATTER GRASS 


Beautiful, Natural Green 
Looks just like REAL growing grass 


Quickly shaped to fit ony design, any 
window ... fire resistant . . . MILDEW 
PROOFED .. . long lasting . . . always 


ready for use and re-use. 


Keep on hand for INSTANT use . . . to 
fill odd corners ... difficult spaces around 
tree trunks . .. plant and flower pots... 
around pedestals and mannequins 

for country and garden settings. 


Eaton SCATTERgrass fits exactly where 
it is placed ... no WASTE... INEX- 
PENSIVE and ECONOMICAL ... 


3 Ib. carton ONLY $2.50 
Still cheaper in bulk. 
50 |b. carton $27.50 
FREE sample on request 


F.O.B. 2% 10 days net 30, if rated. Non-rated 
firms check with order or C.O.D. unless credit 
previously established. 


PRICE LIST EATON GRASS MATS 
{all sizes) ON REQUEST. 


PARKSIDE DISPLAYS 


907-7th Ave. New York 19, N. Y. 
Plaza 7-0868 














CHIPMUNKS! 


Let these amusing little fellows 
to your fall and winter displays. Fine 
$3.95 ea. Squirrels 24'', $16.50 ea., 
small, $5.50 ea. Foxes $16.50 ea. Racoons $14.50 ea. 
Skunks—$7.50 ea. Also Giant Shells, Mermaids, 
Santas, Snow Fairies, Elves. Jobbers Invited. 
R. O'HARA & CO. 
4315 Ave. Q'/2 Galveston, Texas 


give ‘‘life” 
papier mache. 














ATTENTION DISPLAYMEN: 
SPECIAL PRICES TO DEALERS AND JOBBERS: 
We feature a new line of 
Fall. Latest colors—attractively priced. Send for 
samples. Pufhng foils, rayon novelty fabrics, vel 
vet papers, ribbons, chevron knit, tarletanes, 
plastic tabrics. 


MANKO FABRICS CO. 


114 East 27th Street, New York City 


display materials for 








OSARENT Little Letters 
New Electronic Process 
Dre (ut i ‘ood — No Dire 
Molded Plexialas No Mold 
i4".-4"” High & Styles—Stock. 

Send for Catalog & Samples 


Josarah Enterprise 217 W. ILLINOIS ST. 


CHICAGO 10, ILL 
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PLEASE MENTION DISPLAY WORLD e 


Medal To Simons 


The gold medal awarded by DISPLAY 
WORLD for the best display entered in the 
International Display Contest during a given 
won by Hanns 
Munchen am Stachus, Munich, for 


month has been 
Kaufhof 
June 


The 


above, is 


which is pictured 


The 


show 


winning window, 


interesting im many ways 


theme employed made it possible to 
great quantities of luggage, the featured 
merchandise, in a natural setting and with- 
out crowding. But the most novel 
the display is the scenic background visible 
this 
endless 


part of 


through each of the cars windows; 


background painted on an 
belt mounted on rollers suspended vertically 


Was 


at each end of the window, and operated by 
a small that the 
continually before the shopper's eves as if 
seen from a moving train. 

DISPLAY WORLD 's 
now in its fourth 
scribed, it consists of 98 different merchan 
entries may 


motor so scenery passed 


annual contest 1s 


year. As previously de 
dise and service classifications ; 
be made in any or all of them. There are 
no restrictions as to the number of entries, 
and it is not necessary to be a subscriber to 
the magazine in order to participate. The 
purpose of the contest is to stimulate 


and to show tangible appre- 


sole 
good display 
ciation for such display. 

\t the end of the contest on 
1, a group of display experts will judge the 
entries in each classification. For the win- 
group a gold medal and three 
points awarded; for runner-up, 
a silver medal and two points, and for third 


December 


ner in each 
will be 


—In this display by Hanns Simons, Kaufhof 
Munchen am Stachus, Munich, the panorama 
seen through the train windows was painted 
on an endless belt which revolved around 
rollers mounted at each end of the window; 
the effect was that of passing scenery— 


Simons, 


point. The 
compiling the greatest number of 
points in the entire contest will be awarded 
a sweepstakes prize consisting of a gold 
plaque, suitably inscribed. A similar gold 
plaque will go to the individual scoring 
the next greatest number of points, a silver 
plaque to the next, and one of bronze to the 
person with the next highest total. 

Last vear’s plaques were won by the fol- 
lowing, in this order: Harold McLaren, The 
Marche, Seattle; Hermann = Schlipp- 

Westdeutsche Kauthot, Cologne, 
Walter A. Spiro, Gimbels, Phila- 
delphia, and George W. Browne, Public 
Service Electric & Company, Newark. 

Winners of the gold medal 
awards thus far in January, Lee 
W. Court, Wm. Sons 
Boston; February, 
porium, San 
Kehrt, 


place a bronze medal and one 


person 


Bon 
hacke, 


(germany ; 


(jas 

monthly 
1953 are: 
Filene’s 
Kerik 
Krancisco; 
Cincinnati ; 


Company, 
Hansen, The km- 
March, Russell C. 
April, J. B. 
Machines 
May, (,eorge 


Jenny's, 
Donnelly, International Business 
Corporation, New York City ; 
W. Browne. 


Groteweil Heads Display 
For New Fedway Unit 

Jack Groteweil has been appointed display 
Fedway store now 
Los Angeles’ West- 


manager for the new 
nearing completion in 
wood development. He had assistant 
display manager of The Broadway, Pasa- 
dena, and prior to that time held a similar 
position with Schwab's, Hollywood. 


been 


Coronation Coach 

Done In Flowers 
For the 

Frank Company, 


Rose Festival parade, Meier & 
Portland, Ore., reproduced 
England’s coronation coach in flowers for 
the store’s float; it was awarded first prize 
in the department store division. 
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(WRITE FOR SAMPLES) 
" “Wal-Flex” 
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N / Bulktou 
A Board That Comes In Rolls 


50 IN. WIDE 
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COLORS 
@ Pickled BLACK 
@ Pickled GREY 
@ Pickled TAN 
@ Pickled BROWN 


HEAVYWEIGHT PULP-BOARD 


Ji Ylexible - - - 


This new exciting material has unlimited decorative possi- 
bilities—Because . . . it's easy to handle and work with... 
it's rigid and flexible — Bend it around curves and corners 
— Paste or staple on panels. 


BULKLEY DUNTON & CO., inc., CORRY, PENNA. 


LIST PRICE 


5 3 ‘5c ROLL 


ROLL SIZE 
50 IN. x 24 FT. 











HOW A RAILROAD 
USES DISPLAY 


[Continued from Page 18] 


and small set-in material, but on 
occasions the promotion has justified com- 
plete store-wide material from full window 
displays to counter cards and ledge displays. 


posters 


Display devices of various types are also 
applied to its promotion activity, and these 
devices range from flashers to motion 
plays and mobiles. 


dis- 


The number of display tie-ups made _ be- 
tween Santa Fe and various classes of stores 
last was 5,218. To carry out this 
work required a special staff within the ad- 
vertising department working in the head- 
quarters office at Chicago, and in regional 
advertising Topeka, 
and Galveston. 

The general plan of display operations 
works as simply and effectively as possible. 

Creative design and planning is done by 
Santa Fe’s advertising staff working with 
artists, many of the South- 
west. 


vear 


offices at Los Angeles, 


whom live in 

The use of original artwork and posters 
for many Santa Fe displays has been help- 
ful in getting tie-ups with that 
normally are not interested in printed posters 
or material produced in volume lots. 


stores 


To present display material, special albums 
showing photographs of display material in 
use have been effective in getting stores in- 
terested in working out a Santa Fe tie-up. 





eVUiy, t9393 





The control of routing of material, to 
avoid duplication of displays by stores in 
the same cities or localities, is another fea- 
ture which is planned and worked out by the 
railway’s advertising staff. This plan has 
also been very helpful in establishing ap- 
propriate display contacts. 

Direct mail is used to keep such contacts 
informed of new display pieces available. 

In addition to ordinary display activities, 


Santa Fe ties-in with the promotion of 
civic events, such as the recent Junior 
Achievement banquet, the Chicago Civil 
Defense exhibit at the naval armory in 


Chicago, and provides properties for style 
shows, sales meetings, and the like. 
Display promotion has real meaning to 
the Santa Fe and for all travel advertisers 
it offers a great plus-value at a minimum 
expense to add broad coverage to its na- 
tional and regional advertising in other 
forms of media. To this must be added the 


opportunities for close relationship that 
display makes possible between the rail- 
road, travel agents, and local stores 


which has a bearing on the sale of Santa Fe 
services, both passenger and freight. 





Bermuda Trip Is Prize 
In New Display Contest 
Speed Products Company, Inec., 32-01 
Queens boulevard, Long Island City 1, N. 
Y., is the sponsor for a back-to-school win 
dow display contest featuring the “Tot 50” 
fastening kit. 


First prize is an all-expense 


cruise to Bermuda on the Furness liner 
Queen ot Bermuda. Second and third 
awards are $100 and $50 Savings Bonds. 
Kvery entrant will receive a handy eight- 


piece tool kit tree. 
a photograph 
window that includes, 
merchandise, 
Speed 


Required of the entrant 1s 
back to school 
other 


oft his 
items 
three- 


his three 


free 


among 
supplied 
dimensional light and motion display, a new 


by Products: a 


poster, and a window streamer with a re- 
minder list ot other back-to-school items. 
Redecorated Showroom 
Charms With Tableaus 

“Dot's Social Whirl” is the theme used 
for the newly decorated showrooms of VD. 


(;. Williams, Inc., 498 Seventh avenue, New 
York City 18, characterized by a group of 
unusual, beautifully carried out tableaus. 

One of the groupings depicts the “Open. 
ing of the Horse Show,” featuring a set of 
mannequins with aristocratic faces; another 
is “A Command Performance,” in which 
the trend to natural beauty is emphasized 
in the figures. Other tableaus are entitled, 
“Luncheon at the “Reception at 
the U.N.” “Champagne with the Gabors,” 
“Opening of the Opera,” “Debutante Co 
tillion,”’ and “Party of the Year.” Children 
of all ages go formal in the magnificent 
“Christmas Party” 


Colony,” 


setting. 


This 1s the fifteenth time the “Dot Williams 
Show” has been presented. 
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As styled for the World's Finest Fashion Stores by one of the world's 
largest manufacturers of plastic mannequins! 


FLAIR«s:cMANIKINS 


In Lord & Taylor — B. Altman — 
John Wanamaker, etc. 


FLAIR — 15 West 18th St., New York City 








Display Manager 
Wanted by 


Major Auto Manufacturer 


Excellent opportunity now available for an experienced man 
to supervise all of our display and “show” activities. Applicant 
must be able to create and follow through on all details of 
automotive displays for both auto “trade” and general public. 
If you are under 40, willing to do some traveling, and are 
looking for the chance to really show what you can do, send 
us a description of your qualifications and previous experience. 
Your confidence will be respected. Send your letters to 


BOX No. 7AB 
Care DISPLAY WORLD 


Cincinnati 1. Ohio 














EXQUISITE SMALL FLOWERS 
For Show Case and Interior Trims 
Produc displ ffects »ssibl h ] 
lines of ae ll yy en. | ©] 0? PO R T U Pd | T Y 
Tremendous Varieties in Stock 


MILTON S. AHRENS, INC. | EXCHANGE 


Importers — Mfgs. — Ex ors 
56 W. 36th SI REET NEw i:cenk 8, NY 


USE THE 














For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
SPINS = | USED DISPLAY EQUIPMENT FOR SALE 
In ', Ib. Flat Boxes REPRESENTATIVES WANTED 


Steel Nickel-Plated 


SEND $1 for 1 lb. SAMPLE (50 ib. Min.) . 
to cover handling etc.) costs. § ¢17- g20- $24 





hee 
SURAVE CONC is aes aw en $4.00 Per Column Inch CASH WITH ORDER 
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SIMPLIFY WITHOUT 
SACRIFICING SALES 


[Continued from page 36] 


openly displayed with some selling signs but 
most certainly a salesperson is required to 
explain the style and quality, to  turther 
stimulate buying motives and close the 
transaction. 

The sale of furniture and other major 
household items must be conducted with 
a maximum of personal selling — regardless 
of the fixtures and promotional material 
used in creating initial customer interest. 
People just naturally need a certain amount 
of personal attention when they part with 
a relatively large sum of money. 

Most new types of merchandise, regardless 
of size, quality, or price, require quite a 
lot of personal selling — tor several weeks 
at least until the item has become estab- 
lished as a well-known article. 

After supplying the general rules to the 
known facts in specific selling situations, 
it is apparent that the degree of simplified 
selling is directly proportional to the re 
duction of personal selling time. But re 
member, in order to reduce personal sell- 
ing time, you must intensify one or several 
other sources of informing the customer 
about the product. More open fixtures, 
better arrangement of merchandise by price, 
size and style, signs listing selling features, 
increased local advertising or more manu 
facturer advertising are some of these 
sources which might be used in leu of per- 
sonal selling time. 

The degrees of simplified selling fall imto 
three basic categories or modifications of 
the basic categories. 

1. Initial comparison of merchandise by 
customer; salesperson influences selection 
with verbal sales presentation and closes 
the transaction. This is modified selt 
selection. 

2. Comparison, selection and unaided de- 
cision to buy made by customer; salesperson 
can answer specific questions when thes 
arise and engage in some well-timed = up- 
selling. Salesperson completes cash trans- 
action. This is self-selection. 

3. Customer compares, selects, decides to 
buy and takes the merchandise to cashier 
where transaction is completed. This, ot 
course, is self-service. 

One of the most important considerations 
in converting to a form of simplified selling 
is the choice of suitable merchandising fix- 
tures. A fixture is one of your most 1mn- 
portant silent envoys, from which customers 
form partial impressions of your store. 
And a good fixture, like a good ambassador, 
should create only the most favorable 1m- 
pressions toward your store. 

A misplaced fixture or a fixture which 
fails to promote sufficient interest in_ the 
product which it is displaying, may be far 
more detrimental to sales than you realize. 
And a bulky fixture, which does not make 
best use of vour valuable selling space, wall 
not make a good impression on your cus 
tomers, nor will it provide a satistactory 
relationship between selling expense and 
sales. 

Thus, with today’s constantly changing 
patterns of retail operation prompted by a 
marked shift to simplified selling, merchants 


DISPLAY WORLD 

































utilize adaptable, flexible merchandising and 
display fixtures. It will not be economical 
to install a new set ot fixtures for every 
change in merchandising concepts. Fixtures 
with built-in flexibility, which can be altered 
at the drop of a bracket or a shelt to ac- 
commodate changes in merchandise pre 
sentation, will be a must tor every store. 

They will have to provide a maximum 
of selling Space per square foot of floor 
space, and still retain attractive, salable 
arrangements of merchandise. The photo 
graphs here show actual installation of 
modern merchandising fixtures with this 
built-in flexibility, functional design and 
maximum utilization of space 

\nd now, maybe you've decided to make 
a move toward some form of simplified sell- 
ing but be sure your decision is con 
ditioned by good judgment based on relevant 
facts. 


ee 


Prizes Total $2,200 
In New Contest 

\ display contest offering 20 prizes for 
the best displays window or interior 
featuring the firm's new “Bur-Mil Cameo 
Wonder Top” stockings is announced by 
Burlington Mills Corporation, 350° Faith 
avenue, New York City 

The prizes total $2,200 in UU. S. Savings 
Bonds Stores are divided mito four ¢ lasses: 
(A) department stores having over five 
million dollars annual volume, (B) depart 
ment stores having between one and _ tive 
million dollars annual volume, (C) depart 
ment stores having under one million dol 
lars annual volume, and (1) spectalty 
stores, hosters shops, and all others. Prizes 
are for both the display managers and the 
hosiery buvers, 
Germaine Monteil Brochures 
Offer Real Display Aid 

Ggermaine Monteil, cosmetics tirm at 6603 
Fifth avenue, New York City 22, is sending 
display directors a series of brochures in 
which practical, original display ideas tor 
the company's products are given in com 
plete detail. Also included are the sources 
for some of the display materials suggested, 
as well as actual samples of some of the 
more novel ones. Harold ©. Martins is re 


sponsible lor the SETIES 


New Yorkers Visit 
DISPLAY WORLD 


Among recent visitors to the offices ot 
DISPLAY WORLD were Dave Goldsmith, 
Goldsmith & Sons Display Fixture Com 
pally, and Sam Rosenthal, Thall Plastics 
Engineering Company, both of New York 
Citv. The two were returning East after 
an extensive trip through the mid-West 


Projector Company 
In New Plant 

Triangle Continuous Daylight Motion 
Picture Projector Company has moved. to 
its new factory at 3706 Oakton, Skokie, IIL, 
and is preparing to go into production on 
its line of projection devices, many of which 


have display uses 


195 3 





UCT, 


are, and will continue to be, compelled to 





AMERICA’S BETTER STORES 
USE MITTEN'S LETTERS 


The big names in retailing, stores with nation-wide reputations, employ Mitten’s Letters 
to put store character into their sign and display work. Stern Brothers, New York, is no ex- 
ception. Window and interior sales messages such as the ones shown in the illustration above 
are made with Mitten’s Letters. In addition, at stores such as Bullock’s, Robinson’s, Gump's, 
Macy’s where outstanding displays are commonplace, you'll find Mitten’s Letters playing a 
featured role. Along Fifth Avenue B. Altman, Franklin Simon, Russek’s, Peck & Peck con- 
stantly use Mitten’s Display Letters. They use them with all kinds of displays, with every type 
of merchandise and in almost all store departments. Its with good reason that America’s better 
stores choose Mitten’s Letters. 


Mitten’s Letters are designed for flexibility. The fourteen letter styles are designed to work 
together in countless combinations, serving two purposes at all times: First, to decorate through 
their modern, yet classic beauty of line and form. Second, to emphasize a sales message by 
their clear, readable simplicity. 

Mitten’s Letters are adaptable for use on a variety of backgrounds from shimmering satin 
to the roughest concrete, depending on the effect you wish to achieve. Their depth of relief 
gives beauty and readability to the message, and by using side, direct or background illumina- 
tion, dramatic effects are easily obtainable. Mitten’s Display Letters are less expensive than 
wood or plastic cut outs, are much more attractive and are ready for instant use. 


Manufactured by 
Mitten's Display Letters, 2 West 46th St., New York City 19, or Redlands, Calif. 


Distributed by 


GARRISON-WAGNER COMPANY 


2018 WASHINGTON AVE. ST. LOUIS 3, MO. 











WHY BUY ELSEWHERE? 


Imported Italian Holly Wreaths 
Imported Italian Ruscus 
Lycopodium Wreaths 
Lycopodium Roping 


Write for Cataloque 


JONES 
The Holly Wreath Man 





LYCOPODIUM ROPING Box D26—RD 2 Milton Del. 





















XMAS UNITS 
FOR SALE! 









“NIGHT BEFORE CHRISTMAS" 


Set of nine units, approx. 4 tall and 4' 


wide. All in perfect condition. Original 
cost $450.00. Will sell for $250.00, FOB 


Portland. Inquiries invited. 


NUDELMAN BROS. 


FOURTH AND WASHINGTON, S. W. 
PORTLAND 4, OREGON 


















STUCK FOR 
IDEAS? 
leoded ‘with, dlepley 


ideas, and the most 
diversified line of 
display materials. 
novelties and 
equipment. 


FEATURED FOR FALL 
CEDAR SLABS, POLES — BACK TO SCHOOL — 
STAKE AND GRAPE VINE and a full line for 
your every FALL need 
if Planning Ahead Don't Miss 
Our Xmas items 


*Contact your jobber, if necessary write direct. 
© . 7 
National Display Materials 
division of 


NATIONAL SAWDUST CO., INC. 
65 N. é6th St., Brooklyn tl, N. Y. 








USE THE 


OPPORTUNITY 
EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
REPRESENTATIVES WANTED 
USED DISPLAY EQUIPMENT FOR SALE 
. 
$4.00 Per Column Inch— CASH WITH ORDER 
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Editors Comment 


(Continued from page 16) 


have been turned over to the engraver to have 
halftones made from them. Proofs of the half- 
tones and the article itself finally are combined 
by being pasted up in page form following the 
original layout; these go to the printing depart- 
ment where the actual type and halftones are 

made into pages. Proofs of the finished pages 
return to the editor for final reading and 
approval -- after which they are ready to go on 
the press, usually in groups of 16 pages at 

a time.... 


One of the questions frequently asked of 
DISPLAY WORLD is, "What formula should we use in 
establishing a display budget for our store?" 
And usually the questioner goes on to mention 
something about having heard of "1/2 of 1 per 
cent" of volume as the proper figure. 


That "1/2 of 1 per cent" has had more 
lives than a cat; it has bobbed up repeatedly 
over the years since someone now unknown first 
advocated its use. As I see it, it is simply 
impossible to come up with a cut-and-dried 
percentage figure which can be applied equally 
to all stores. Too many factors enter into the 
picture to permit a generalization where display 
appropriations are concerned. Just as an ex- 
ample, the physical natures of stores vary so 
widely that of two in the same general volume 
classification, one may have much more window 
space and interior displays to handle; again, 
one store may do a much more extensive promo- 
tional job than the other and require more 
displays of a special nature. 


In discussing the budget question with 
many displaymen, the consensus of opinion seems 
to be that the trend is toward a more practical 
manner in which store volume is used only as a 
starting point, or reference point; the actual 
figure is obtained by deciding what kind of a 
display job the store wants to do and then 
setting aside enough money to do it properly. 
The method is one which certainly has the merit 
of being logical.... 


Cordially, 


Reefs 
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THE DISPLAY OF ART 


[Continued from page 21] 


the gallery out of the category of the store. 
A green cotton rug accents two modern 
wrought iron chairs which we designed, with 
slim foam rubber cushions covered in silver- 
gray acetate. 
to the 
spective show 
be 


according 
each re- 


The pipe-racks 
serious or festive mood of 
may also change color and 
a dull black, an exciting orange, be 
This restful but 
inspiring color scheme of black-gray-white- 
green is carried through the complete gal 
lery. 


or 


painted in several colors. 


Pictures are the main display in the large 
room into which we enter the hall. 
Facing the hall door is a reception desk. 
The last 5 feet of the 20-foot long wall are 
occupied by a wrapping and storing section, 


rom 


which 1s 


not taxed too strenuously in a 

small gallery. It is partitioned off by a 
perforated hard board wall with a= set-in 
door of the same material. As all ot our 
readers know, this type wall 1s an ideal 
surface to fasten additional displays on. 
The small adjoining room 1s the private 
office. Fewer pictures are displayed, but 
many more are stored in the deep archi- 
tect’s bins with the shallow drawers. Near 
the window 1s a door, no longer in use; this 


doorway has been built out to display illus- 
trated books. 

A special unit 
wall 
open 


thie 
shelves 
by ok 
display ; 
the 


designed to occupy 


opposite feature S special 


books, and = ordinary 


be oks 


afe 


carrying 
not on 
installed 


shelves storing 
top more 
clamp-on lights. 


On 


once movable 


It's A Boy 
For Kesters 

Richard Kester, assistant display manage 
of The Rike-Kumler Company, Dayton, and 


Mrs. Kester are the parents of a boy born 
on June 10.) He has been named Lee Karen 
COMING UP! 

National Farm Safety Week July 19-25 
National Aviation Day August 19 
Labor Day Sept. 7 
National Tie Week Sept. 7-14 
Citizenship Day Sept. 17 
Constitution Day .. Sept. 17 
National Dog Week Sept. 20-26 
National Sweater Week Sept. 21-26 
Home Fashion Time Sept. 25-Oct. 4 
American Indian Day Sept. 25 
Gold Star Mothers Day Sept. 27 
Business Women’s Week Sept. 28-Oct. 4 
Let’s Go Hunting Month Oct 1-31 
National Newspaper Week. . Oct. 1-8 
Loyalty Days Oct. 3-4 
National Pharmacy Week Oct. 4-10 
National Fire Prevention Week Oct. 4-10 

Employ the Physically 

Handicapped Week Oct. 4-10 
National Honey Week Oct. 5-11 
Wine Week Oct. 10-17 
National Letter Writing Week Oct. 10-17 
National Posture Week Oct. 13-18 


JULY, 


1953 





Scruggs — St. Louis Transforms 


Unsightly Pillars Into “Profit Pullers” 








When Scruggs-Vandervoort-Barney, downtown 
St. Louis department store, recently completed the 
remodeling of their sporting goods department, 
they turned cumbersome, unsightly pillars into 
modern, decorative display areas. They did it 
quickly, easily and economically with “Peg-Board” 
panels and fixtures. The result? A 20 to 35 per 
cent increase in sales plus a reduction in the 
amount of time per sale. 

Commenting on the remodeling, THE SPORT- 
ING GOODS DEALER in its June issue remarked: 

“The job, completed recently, has proven highly 
successful from every standpoint, according to 
William R. Conde, department manager. 

“*We can change our displays in a matter of 
minutes, he said, ‘converting from hunting to 
swimming or some other extreme. In addition, 
more stock is out where the public can see it. 

“*Since the day we completed the change, there 
has been a 20 to 35 percent increase in sales plus 
a reduction in the amount of time per sale. ” 

Whether you sell sporting goods or sweaters, 
snowshovels or shellac, “Peg-Board” equipment 
offers you the same money saving and time saving 
advantages. 

“Peg-Board” equipment is simple and easy to 
use. Merely attach the specially-designed fixtures 
to the board in any location desired. When you 
want to change arrangements, merely slip out the 
fixtures and slip them into new positions. No 
nails, tools required, Nothing to go 
out of order or require replacement. 

Four types of “board” and over 88 different 
metal and plastic hanging fixtures are available to 
hold any merchandise that can conceivably be 
hung or suspended. What's more, all of the fix- 
tures serve multiple purposes, 

More and more leading store designers are 
specifying “Peg-Board” panels for pillars and 
entire walls of leading department and specialty 
stores throughout the country. In addition to giv- 
ing the walls a smart, new decorative effect, “Peg- 
Board” equipment allows you to change your 
displays quickly and easily for special sales and 
promotions without marring the walls in any way. 

Why Don’t you investigate the 
vantages of “Peg-Board” equipment. 
Broadside No. 40D today. 


screws or 


ad- 
for 


many 


Write 


Garrison-Wagner Company 


2018 WASHINGTON AVENUE 


ST. LOUIS 3, MISSOURI 











COMPANY, INC. 


BIRCH 


Poles —— Branches 
CEDAR 
Poles — Slabs — Bark 


Rustic and Western Displays 
Phone: WI 9-6479 Williamstown, N. 





RUSTIC nm 
FURNITURE 


Voken > 





|} LETTERS 
Manhatten 


— letter co. 


‘mecoanroa aves 











| 1S! WEST 18th STREET, NEW YORK 11, N. Y. 
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SNO BLOCK 


REALISTIC SNOW TEXTURE 
FIREPROOF 





CHICAGO DISPLAYS TELL 
THE SUMMER STORY 


[Continued from page 25] 


cut-outs in pastel shades. A generous drap- 
ing of white fishnet silhouetted one figure and 
the netting cascaded from the ceiling for a 
soft touch to the center props. “Everything 
to sun in and to play in” was worn by two 


| additional tigures to balance the settings. 


(Clement Bradley, director of display, re- 


| cently imstalled a noteworthy promotion of 


swim suits im six of the Carson Pirie Scott 


| & Co. State street windows. The promotion 
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CUTS EASILY: CLEANS EASILY* SIZE 15x22x6 


FRIGID TEXTUR 


Let Frostee Sno add the contrast to your merchan- 
dise. The patented ‘“Freezy” surface will bring 
added eyes to all types of displayed articles, in 
windows and interiors. Ask your display Jobber 
to show you a sample of Frostee Sno Block. He 
can also supply you Frostee Sno Flakes, Fine Sno 
and Sno Chunks. 


European Producer by Special License 


FROSTEE SNO PRODUCTS 


was primarily a color story but the feeling 
of water was brought about by filmy tulle, 
shredded and draped to partially obscure the 
scenes. Bradley used “Sea Shades” .. . pink 
to dusty rose, heige to amber, ice blue as a 
foil for black swim suits, canary to sunflower 
vellow, aqua blue to Mediterranean hues, and 
black suits played against the sharp contrast 
of white. Shredded tulle in the window tones 
represented undersea vegetation that grew on 
the floor and broke through stretched tulle to 
Hoat on the surface. The wigs of two man 
nequins that comprised the imdividual settings 
were removed and replaced with long. strips 
of cellophane that repeated the dominant win- 
dow shade, giving the figures a mermaid-like 
quality. One of the mannequins was. set 
upright while the other was wired hort- 
zontally from the ceiling in a floating pose. 
In other displays a mermaid lolled on a board- 
walk set immediately back of the glass. 
Starched lace seahorses and exotic fish with 
ostrich feather tails and fins contributed to 


| the undersea fantasy that was faintly screened 


from the street. Floors of colored sand, walls 
painted in the lighter values of the color 
scheme, and lighting in all of the shades pro- 


| duced a dramatic decor. In the illustration 


from the series, tulle thinly veils the scene 
and is pleated on the panels in the background 
i a Waving pattern. 


Podgor's New Store 
Has Formal Opening 


The new retail art and display division 


ol the Joseph i. Podgor Company, Inc., 


“Blikkfang” Torget 8, Oslo, Norway 


ANTIOCH, ILLINOIS 








STORE DIRECTORIES 
FOR BETTER SELLING! 


Profit by the experience of leading stores everywhere .. . let an 
ACME directory board help the flow of store traffic and create impulse | 
buying with its departmental listings. 


Write today for Acme’s FREE folder, “Selling Through Suggestion”, | 
and the latest catalog on directories and bulletin boards. 


There is no obligation and no salesman will call. 


\ 37 EAST 12™ STREET 
NEW YORK 3, N. Y. 


BULLETIN COMPANY| 




















Philadelphia, opened tormally on June. 3. 
Located on the corner ot Market and Mar- 
shall Streets, the new store 1s in the heart 


| ot the business district and the city’s com- 


mercial art colony. Many of the leading 
people in both the fine and graphic arts 
held in the area attended the opening, more 
than 300 joining in the testivities during 
the day 


— 


Christmas Display Guide 


Issued By Sherman 


A new line of corrugated display items 


| that can be used tor window, wall, shelt, 


or column displays 1s pictured and described 
in anew Christmas and winter display guide 
just released by Sherman Paper Products 
Corporation, Newton Upper Falls, Mass. 
Several suggestions tor display use are 
included in sketch form, and many ot the 
illustrations are in full color. A copy wall 
be sent tree on request, 
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New Machine-Molded 


Plastic Mannequins 


New, completely machine-molded plastic 
mannequins manufactured by Frankel Plastic 
Molding Company were shown privately at 
Chicago during Display Market Week. 
Produced under a patented molding process 
which was developed after two years ot re- 





search in Frankel’s new molding plant in 
Leominster, Mass., the figures are described 


by a spokesman as “the most 


company 
dramatic development in plastic mannequins 
since wax figure days.” 

Stanley Nettler, Frankel’s president, says: 
“We live in a machine age, yet mannequin 
manutacturing has not utilized the advances 
in science and engineering. We set out to 
produce mannequins that would be tashion 
right, beautifully 
advantages; our 


finished, with functional 
engineers have met our 
We have eliminated all hand- 
work except portrait art finishing and wigs, 
and we are theretore able to offer these 
mannequins at the lowest price in history 
for a quality product. Our company has 


specifications. 


been in the mannequin business for over 60 
years and we teel that these new precision- 
molded figures represent a new dimension 
in mannequin manufacture.” 

Among advantages claimed for the new 
process are: elimination of maintenance and 
repair costs; greater uniformity in model 
ing; accurate fit assured at joining points 
for the lifetime of the figure; light weight, 
“far lighter than any mannequin ever pro- 
duced,” according to Nettler; hghtweight 
clear plastic bases with diagonally-crossed 
struts molded into the base; elimination of 
surface-checking and chipping. 

The new figures are now in production 
and initial deliveries are scheduled to start 
within the next few weeks. 





Display Factor's Son 
Is Married In Denver 


It. Tom S. McNamara, son of S.. T. 
McNamara, Adler-Jones Company, Chicago, 
was married to Miss Theresa Jane Coupe 
in Denver on June 20. The entire McNamara 
family attended the wedding. Lt. McNamara 
is with the Air Force 
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... for better light control 


VA ] = , axa ] - 
With your Fresnelite 


mounted on a Century 


LITELIFT you just 
raise or lower it to 
the height you want 
and it stays there... 
Kosi obbete mn comoreretizye 

or adjust... No more 
ol bbeate)telemm(e(olol=ja-mce 
relamp, focus or 


ol alot ete (= mere) (e) am obh( =) a-F 


CENTURY LIGHTING, 


WEST 43RD STREET, 


v¥ 














Signs That Lead the Way! 
SPAN JER 


Three Dimensional Display Letters 


To 'Pep-up" a particular department in a 
store or to more effectively identify some 
important section, there is no better 
medium than raised wood letter signs . . . 
made with Spanjer wood letters — in stock 
for immediate shipment! 


WRITE for FREE illustrated 
folder and price list TODAY! 


267 Mt. Pleasant Ave., Newark, N. J. SPANJER BROS. 1160 Howe S#., Chicage, Ill. 
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Successful 
Silent 
SALESMAN 


THE NEW "SEELA” 
Battery moved Ce; 


, , 
rnoer Tor neavy 


nit $7.90 


in any other. 
nple ur t $8 75 


ostpaid 


TURNETTE. o similar 
TURNA, 
the only ditterence 
that i? has q 
shorter rim and 
having the same built-in 
motor and giving same pertormance ‘i 
can be sold only in quantities of 1200 
pieces minimum, at $4.42, and over 3000 
pieces, $3.95, FOB New York, less batteries. 
Sample unit $7.90 postpaid. 


ryi¢ gel TO 


smaller base 


The "“TURNAM’ 
battery moved mo- 
tor used for any 
animation. Also runs 
vertically 

Sample unit $3.40 


p stpaid 


All 4 units operate on two ordinary flash- 
light batteries for 5 to 8 weeks without 
interruption, carrying a load of 4 to 7 Ibs. 
5 R.P.M. 


BEWARE OF IMITATION! 


HERTV 


io 
INC. 
REGO PARK 74, N. Y. 

IL 7-4388 














HOW TO WORK WITH PLASTICS 
...AND WHERE TO BUY THEM 


Over 100 pages packed with practical 
plastics facts — materials — equipment 

supplies. Includes actual samples, 

manual with charts, definitions, proper- 

ties of plastics and the latest information 

on this amazing new field. Plus, the 

most complete catalog of all types of 

plastics materials and supplies ever 

offered. A must for everyone interested 

in plastics hobbyists —industry —model- 

ers —schools —home decorators, etc. How 

to cast, laminate and fabricate all plas- 

tics for both fun and profit. Money-back 
Guarantee if returned within 7 days 
Postpaid FRY PLASTICS CO. 
Dept. D-7 7826 S. Vermont Ave., Los Angeles 44, Calif 
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“Old Timers" Get Together 
At Annual Dinner 


Above is a photograph of the ninth annual 
“Old Timers” dinner held by W. L. Stens- 
gaard & Associates, Inc., Chicago. Those of 
the organization who have been with the firm 
for five years or longer are eligible for mem- 
bership, and in the group pictured are people 
who have been with the company from the 
minimum time up to 22 years. 

Speaking of the event, W. L. Stensgaard 
says: “Topping the list of Old Timers 1s 
Florence Trenk, head of our field service de- 
partment, and Russell Wedgbury, in charge of 
our shipping department, Over 56 per cent 
of the people have been with us over five 
years and 25 per cent over ten years. This 
group does not represent all of them because 
there are many in the field, and also many 
such as Charles W. Morton, vice-president 
on the West coast, and others in the New 
York City office. 


“We are indeed proud of these annual get- 
togethers because they are a very enjoyable 
occasion to which everyone looks forward 
with great Another benefit that 
comes to our people at this time is that 
all of their insurance benefits—to them as 


interest. 


well as their entire family — are doubled 
without any additional cost to the individual. 

“We believe it 
business or product 


is impossible to build a 
without at the same 
time building people. We are, therefore, 
happy and proud of the people who have 
gained good experience and knowledge with 
us and who are now serving others outside 
of our organization — such people as Find- 
ley Williams and Lou Banks, of Sears, 
Roebuck & Co., Vern Jones of Goodyear, 
Jim Yuill, Forstmann Woolens, and a score 
or more throughout the nation, each doing 
a better job in_ this 


profession because 


of his experience with us.” 


—The management of the Myer Emporium, Australia's largest department store, presented a bonus 
check to each member of its display department who won a medal in DISPLAY WORLD's Interna- 


tional Display Contest for 1952. 
display manager. 


The four who received checks are seen here with F. B. Asmussen, 
Seated, in the usual order, Robert Birss, Lloyd Hull, and Asmussen; Standing, 


Brian Curry and Bruce Robinson— 
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MANHATTAN REPORTING 
[Continued from page 33 


For this showing Display Director Sidney 
Ring used three-dimensional figures in- 
triguingly constructed of planes of manila 
paper and paper cones — this medium and 
the pose of the figure emphasizing the airy 
quality. The pale beige dress was of linen 
with shells and sequins embroidered at the 
hip line. An accessory group was composed 
of a white bag, white gloves and handker- 
chief, and sprays of lily-of-the-valley. An 
effective fashion tie-in was projected in the 
three accessory windows with the showing 
of millinery in shades of orange, lime and 
lemon sherberts. 

Also at Saks, the simple place mat was 
raised to display importance. Luncheon 
mats of straw in a round daisy pattern were 
linked together to form feathery squares in 
a checkered background for a dress of 
feathery print — navy on light pink — worn 
with navy accessories. A small group of 
accessories for this fashion, described as 
“Sophie's Print Dressing for Today,” fea- 
tured navy bag and shoes, pearls, mother- 
of-pearl compacts, and initialed handker 
chiefs. 

Another ingenious use of a simple article 
not customarily associated with display 
decor was illustrated by Display Director 
John Robert Cobb in a series of three win- 
dows designed to commemorate the 300th 
anniversary of New York City (not illus- 
trated). 

The Statue of Liberty was formed of post- 
cards of the state and mounted on a pedestal 
of post-cards in a design suggesting a star. 


The colors of the cards were confined to 
blue, gray, and white. The frame of the 
shadow-box was covered in pale gray felt 


surface paper —the edging in narrow silver 
lace paper, while the floor was also covered 
in gray paper. The dresses were party-fresh 
silk prints in pastel pink and blue-on-white 
shantung. In the two adjacent windows the 
picture post-cards were designed to depict in 
three dimensional effect faithful reproduc- 
tions of the United Nations building and 
the New York skyline from Brooklyn bridge. 


“Bonwit’s sea bodies, sea colors — more 
fashion, more news, more beautifully done 
on our Sports fifth floor Introducing 
our new mannequin, Miss Phyllis Cooke” 
—thus read the card copy in a series of 
eight windows at Bonwit Teller’s. 

The lady so designated was wearing a 


becoming swim suit of pale blue taffeta, with 
a white wool bolero edged with pale blue 
grosgrain ribbon. Her bracelets were of red 
and blue shells. For this 
setting Display Director Moore 
created a realistic atmosphere of the sea 

. the figure posed on fine, natural beach 
sand and framed with plastic panels — icy 
clear and luminous with imbedded shells, 
pearls, fronds of beach grasses, ferns, coral, 


coral, pearls, 


Gene 


and starfish, all in cool sea colors. 


Display Associates 
Is New Company 


Display Associates is the name of a firm 


formed by Sam Canner and Sid Gard at 
78 Park avenue, Hoboken, N. J. The 


company will manufacture and import arti- 
ficial flowers. 


wiry, F792 




















REFLECTOR 


Utilizes the A 23 150 Watt short 
necked bulb — Clear or Frosted 
bulbs give the type of light your 
display needs. 


ONLY 
$4.90 


EACH 


air vents for cool lighting, and 
spring clips to keep the bulb in 
proper position. 





Box 31, Station "A" 





rile-ob ile 


SPOT and FLOOD 


It's new in design and finish, has ee. ; 


Our claim is simple—We SAY to you, ‘It does a good job and is sold at a fair 
price.’ We ASK you to, "Check and compare.” 


DECORATIVE HOOD 


The Decorative Hood will dress up your reflectors 
and keep them from casting annoying reflections 
about the window. 


flector and are quickly and easily removed. Will 
fit other reflectors of the Brite-Lite type. 


Colors: Black, Gray and Cream 


JOBBER INQUIRIES INVITED 


THE ANCHOR METAL SPINNING CO. 





They simply slip over the re- 


$4.00 


EACH 


Dayton 3, Ohio 

















USE THE 


OPPORTUNITY 
EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 

REPRESENTATIVES WANTED 
° 


$4.00 Per Column Inch-—-CASH WITH ORDER 





Order Your “‘Naturalike’”’ Grass Mats 


and TUFF-TURF sprinklings from your display jobber 
today NOW! “NATURALIKE” are the finest CRASS 
MATS you can buy. Ask for ““NATURALIKE”™ when 


ordering. 


MEMORIAL GRASS COMPANY 
UHRICHSVILLE, OHIO 




















Yucca Poles, Cholla, Red & Black 

Manzanita, Sandblasted Manzanita & 

Grape Stumps, Selected Driftwood 
We Procure Our Own Materials 


Russel Morris of California 
90 S. Live Oak Fontana, Calif. 
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COMPLETELY DIFFERENT! 


CLOTHING DISPLAY RACK 


@ UNYIELDING RIGIDITY... . 
WILL NOT SWAY OR TIP. 
PERFECTLY BALANCED. 


@ ASSEMBLED OR 
DISASSEMBLED IN MINUTES. 


@ SAVES VALUABLE STORAGE 
SPACE, TAKES ONLY 52” 
FLOOR SPACE WHEN DISASSEMBLED. 


PRICED RIGHT, WILL SHIP ONE RACK ON APPROVAL 


M20 FIXTURE CO. 


4040 WILSHIRE BOULEVARD 
LOS ANGELES, CALIFORNIA 


WRITE FOR SIZES, PRICES AND 
FULLY ILLUSTRATED BROCHURE! 

















YOU CAN MASTER DISPLAY SPACE, 
TIME and DESIGN 


with 


DECA-POLES (Pat. Pending) 
In the NEW Fibreboard Module Deca-pole 
In the Unmatched Steel Deca-pole 


MODU-AIRES 


Interchangeable frames, panels, shelves and legs! 


SELF-PAK EXHIBITS 
In Special Designs just for Your Needs. 
No Storage problem, No time-consuming unpacking 
and re-packing. The Ideal Exhibit. 
Lithographed Displays . . . Individual Displays . . . Exhibits 
ltinerant Units ... Motion Displays . .. Point of Purchase Units 


all products of 


ADVERTISERS DISPLAYS & EXHIBITS INC. 


2028-32 Washington Ave. Central 3170 St. Louis 3, Mo. 











ANNOUNCING A COMPLETE NEW SERVICE FOR 


DISPLAYMEN - MANAGERS - JOBBERS 


YOUR OWN IDEAS CAN NOW BE PRODUCED 


Complete display and fixture manufacturing plant at your disposal to develop your 
own ideas, whether you need one unit or a complete store wide job. Backgrounds. 
set pieces, flowers, decoratives of wood, plastic or metal. Animated displays. Tell 
us what you want, we can make it. 


Send sketch of your idea and we will furnish estimates and advise promptly without 
charge. 


Our designing and engineering department will help with your problem and is 
available to create special effects. 


L. 0. UNDERWOOD ASSOCIATES 


540 MORRIS AVE. 
BOWLING GREEN, KY. 











DISPLAY MARKET WEEK 
[Continued from page 49] 


talking Santa which was used in the 600-foot 
mall of the shopping center. Here is an- 
other excellent example of the value of scale 
in preparation of display for outdoors. In 
this display, an operator inside the Santa 
Claus talked to children over a public ad- 
dress system. Mechanical devices allowed 
him to turn Santa’s head and roll Santa’s 
eyes, much to the delight of the swarms 
of youngsters who stood enchanted in front 
of him. 

We will now leave Framingham and return 
to Boston. On our Washington and Avon 
street corner we also used a very effective 
Mother Goose directional sign. It pointed 
the way to our Toyland. We dressed the 


| display in faney garb, which gave it the 


effect of decoration as it performed a very 
definite function of directing traffic to Toy- 
land. 

Christmas always is the most exciting 
period of the year for both interior and 
exterior displays. One of our most. suc- 
cessful exterior displays has been this Na- 
tivits scene erected on the extensive 
marquee of the Jordan Marsh building 1n 
downtown Boston. We selected this par- 
ticular site because we felt that our best 
audience tor display would be gained trom 
motor and pedestrian traffic coming up 
from Boston’s South Station, the major train 
depot in the city. We also planned the dis- 
play well forward on the marquee to give 
us the best traffic vantage point. 

Yes, creating the proper “facial” to make 
the customer want to enter your store 1s the 
prime objective of exterior displays. In 
order to produce effective, dramatic and eye- 
catching exteriors, a broad, almost archi 
tectural viewpoint toward your building 1s 
invaluable. Big store or small, your target 
is to attract customer interest. 

Think of your store’s traffic problems 
what are the locations for displays to at 
tract the greatest amount of attention from 
both pedestrian and automobile — traffic ¢ 
Study all the minor details involved in cre 
ating and setting up these displays — even 
counting your light bulbs, if necessary. 

Think of the timing of your display so 
that it will have the maximum effect on the 
most people in your store's geographical 
location. 

Having done all this and put your own 
decorator’s talent to work, you should hit 
the bullseve in exterior display. 

Robert Kenney, display director of the 
J. L. Hudson Company, Detroit, was the 
next speaker. His topic was “Parades and 
Floats — They Bring Business.” A colored 
motion picture of Hudson’s 1952 Thanks- 
giving Day parade was a much-enjoyed part 
of his presentation. Kenney said: 

On Thanksgiving Day in Detroit, people 
think first about Hudson’s parade = and 
second about their turkey dinner. Or that’s 
what we keep telling ourselves. We realize 
that ours is not the only Thanksgiving Day 
parade in the country. But we do_ believe 
that there is not another one to which a city 
looks forward with more eagerness. 

Perhaps many people think of Thanksgiv- 
ing parades as much the same, that it 1s 
just a matter of how much money a par- 
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One of our new Christmas numbers . . . 


No. 2261 


FROSTY BRANCH CANDELABRA 


A beautiful Christmas unit for ledges or windows . . . expertly 
hand-crafted of papier-mache in a realistic bark technique 

over a heavy wire frame .. . The eight candles are covered 

with white diamond dust with starburst lights . . . the color 

scheme is two-tone gold with the tops of the branches covered 
with heavy white flock . . . tarnish-proof silver pompoms 


furnished . . . size 66°" H x 45"° W x 28" D. 


$6 7° 


OUR REPRESENTATIVE 
WILt SEE YOU SOON 
WITH OUR COMPLETE. 
LY NEW CHRISTMAS 
LINE — WAIT FOR Him! 







DISPLAY DESIGNERS AND MANUFACTURERS ° PORTSMOUTH, OHIG 








ticular store has to put into it. We believe 
that there 1s a greater difference than that. 
to our thinking, the most important part 
ot the parade 1s its viewpoint. 

We always start each vear’s” planning 
with this thought foremost in our minds: 
This is a parade tor children little 
children not adults. In designing floats, 
choosing colors, planning costumes, select- 
ing themes, we always try to take the 
viewpoint of a youngster not over 10 years 
old. It the kids like the parade, the 
parents will like Hudson's 

We received our most reassuring reaction 
to this idea when the parade was televised 
nationally over NBC last vear, for the first 
time; right afterward, we started getting 
fan mail trom all over the country and they 
pointed out over and over again that, “Your 
parade seemed made just for boys and 
girls,” comparing it with the two. other 
parades which were on TV that day 

As part of that policy, weve used very, 
very few name persons — when we have, 
they've been celebrities definitely appealing 
to youngsters. Before the appearance of 
Kukla, Fran and Ollie a couple ot years 
ago, I can’t remember when we had a name 
person in the parade. 

Starting with last year’s parade we've 
given a theme name to the event each year 
and tried to follow through trom beginning 
to end. In 1952 the title was “It's a Magi 
World”’—which you can see will include just 


about anything you want. but as always 
we leaned heavily on fairyland — Mother 
(,00S8e type of characters yes, even 
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TT/MNS — MEANS NO SHEDDING 








We are grateful for the many entries in our contest 





and for the many suggestions offered. Although none 





gave the correct answer, we are showing our appre- 







ciation by the award of a token prize to every 





participant. 


REMEMBER — NO SHEDDING 


is the reason why 


lexlture-ltones” 


are in a class by themselves 
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There's Always Something New 
5925 Broadway, New York 63. N. Y. 
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Make your windows 
“SPARKLE” this 


Christmas ... with 


TINSEL STRIPED 
NO-SEAM 


This smartly styled silver- 


“ee 


“eo 


striped background paper will 
add a real touch of sparkle 


e 
“eo 


to your Christmas displays. 


EN 


Available on white NO- 
SEAM in 1'%% — 4 or 6 inch 
stripes, 107" high by 18 ft. 
in length. Write for sample 


B. 


* 
’ 


e 
| 


today! 


P.S.: On special order, any 
color tinsel can be produced 
on any color NO-SEAM back- 


ground. 





W. C. HURLOCK Inc. 


start planning your parade 


‘ar on each parade, 


who volunteers is measured 
made or rented. 


the publicity director — display people — 


special events manager ; 


vet claimed that 
. largest but it is < 
1,000 marchers, 
and the mounted 
' television program, 
30 minutes to pass a given point. 


ll bands, dozens of clowns, 


floats by hand. 


» 1,000 marchers are nearly all our own — each float 
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employees, who are paid for their time. 
Others are members of high school bands, 
plus one band from the Detroit Federation 
Musicians. Weeks before the parade 
* announce in our employee magazine and 
the bulletin boards that applicants are 
being accepted for the event. Each person 


Some of our people have been in the 
parade each year for more than 20 years 
and they really have a wonderful time. 
few of the clowns make up their own cos- 
tumes, trying to come up with something 
better each year. Most costumes, however, 
» coordinated to the float around which 
they march. 


Until last year, we always pulled the 
To make sure of our timing 
television, we used Ford tractors for 
Although tractors don’t look like 





STARTED WIS DISPLAY CAREER aT 17 WITH 
FOWLER, DICK & WALKER, 
SPENDING SEVERAL YEARS WITH SISSON BROS. 
WELDEN CO., OF THE SAME CITY, 


BINGHAMTON , LATER 








3.8% Card Board and Paper Specialties 


us 123 E. BALTIMORE AVE. 
i LANSDOWNE, PA. 


Display Materials « Artist S lies 






















JEWELLED 
STYROFOAM 


An entirely new treatment fashioned 
in Squares, Dises, Stars, Bells and 
Balls. An outstanding Christmas 
decoration. 


Write for Samples and Photographs 


PARK LANE FABRICS 
COMPANY, INC. 


45 East 30th Street, New York City 16 




























WIGS 


Manufacturer of Fine Manikin Wigs 
We also 
Restyle and Redress Wigs 


BORNIA DISPLAY CO. 
553 N. Hoover St. OL 8094 Los Angeles 4, Calif. 
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OPPORTUNITY 
EXCHANGE 


Por any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 

REPRESENTATIVES WANTED 
e 
4.00 Per Column Inch— CASH WITH ORDER 
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Since 1941 HE HAS BEEN 
DISPLAY CONSULTANT FOR A 
LARGE NUMBER OF ACCOUNTS. 
DURING HIS CAREER, ED 
HAS PERSONALLY INSTALLED 
MORE THAN 37,000 DISPLAYS, 
INCLUDING APPROXIMATELY 
200 PRIZE WINDOWS. | 








Fon ¢ 8 CONSECUTIVE YEARS HE 
WAS ON TADM CONVENTION 
PROGRAMS; DURING THE PAST 25 
YEARS HE HAS WAITTEN ARTICLES 
ON DISPLAY FOR MANY PUBLICATIONS, 
PARTICULARLY “DISPLAY WORLD.” 

HOBBIES: SYMPHONIC RECORD 
COLLECTION, AMATEUR PHOTO- 
GRAPHY, COAST OF MAINE SCENERY, 
DEEP-SEA FISHING AND ATTENDING 
WORLD SERIES. 

HE IS MARRIED, AND HAS A_*; 
ord j AND A GIRL — at Qe? 

am™A \< ‘ Ww) 


ha g\ : 
o 4 






CONSULTANT - BINGHAMTON, N.Y. 
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and a costume 
















something trom fairyland, they actually fit 
into the parade better than we expected. 
And many city kids who never saw a real 
farm tractor before got quite a kick out of 
seeing them roll down Woodward avenue. 

We name a float leader from our display 
department for each float. It’s his responsi- 
bility to keep with his float from the time 
the marchers arrive early in the morning at 
the assembly point, all the way through 
the parade until the float is returned to 
the display warehouse. 


The titles of our floats indicate the nature 
ot the parade, I think. Last time there 


was Peter Pumpkin Eater the Friendly 
Dragon — Three Blind Mice — Wheezy 
the Whale anne Old King Cole — the Kish 


Family Mother Goose — King of the Zoo 
—Paul Bunyan and His Great Blue Ox, to 
name a tew. 

Because we had received comments that 
our parade didn't have anything of the 
spirit of Thanksgiving, we also now are 
sure to have a special Thanksgiving float. 
Last year it was a 35-foot-long portrayal of 
the first Thanksgiving, with Indians and 
Pilgrims sitting down together at a table 
outside a log cabin. We also got in a 
serious note with our Three Wise Men. 

[ don't think a Hudson parade would be 
the same without our traditional use of some 
of the beautiful Italian-made heads I know 
many of you are familiar with. They're the 
ones about 8 teet high, carried by one man. 


These are made to order for us in Viareggio 


and are always a hit. We send pretty com- 
plete paintings overseas for them to work 
from, but when the floats arrive the Italians 
have always managed to interpret the 


paintings in a more clever way than the | 


original art work. They truly do a mag- 
nificent job. 

A feature of our parade is the Christmas 
carol float. This carries a live girl whom 
we have been building up for the past two 
vears as Santa Claus’ helper. We have 
Christmas carol dolls and other merchandise 
with her name in the store and she is becom- 
ing very closely identified with us. 


Climax of the Hudson parade is, of course, 
Santa Claus himself — even though he’s 
already been in the toy department tor sev- 
eral weeks previous to the parade. His float 
is equipped with A.P.A. so he can greet the 
youngsters along the route. When he ar- 
rives at the store, we have a special cere- 
mony greeting him on our marquee. 


This is another point on which we received 
compliments from the TV audience. They 
told us they liked the way it was well 
organized, without clowning around — a 
serious greeting to Santa himselt. The 
president of our common council welcomed 
Santa and gave him the key to the city. 
After a few words from Santa, the parade 
was ofhcially ended. 

Kleven door prizes were awarded at the 
meeting, including ten clock radios and a 
Servel “Wonderbar” as the major gift. 
This was won by Shockey Wein, Peoples 
Outfitting Company, Dearborn, Mich. 

A summary of some of the outstanding 
items displayed at the Market Week will 
be published in the August issue of DIS- 
PLAY WORLD. 
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“SIGNPRESS’ 


‘ 
“) 
SHOW CARD AND POSTER MACHINE 


ze Feat! SPEED----SIMPLICITY 


LOW OPERATING COST----LONG LIFE 


Used for over eighteen years by leading national chains. 


| MORE PROFIT Many have from 50 to 500 or more in use. 














ies Easy. \' R z aes - ; 
: fon * Special / ie Mothers Day a i i 
Pa BBOADCLOTH Old Fast Gilt ss om Petey ea 


sins ouauans ||" | S| cess, 
The “SIGNPRESS” en- se | 2% nce Fg te 














ables store managers to 
do a better job of mer- = 
chandising. It provides 

a simple, convenient 

means for producing <4 


GOOD LOOKING Cards _ ran 

& Posters QUICKLY and Shes tae 

at SMALL COST. s~THE WILLE BEDSPREADS “4.9 
MADE IN THREE SIZES .. . WRITE TODAY FOR SAMPLES, CIRCULARS AND PRICES 


DISPLAY EQUIPMENT CO. 


BOX G-144 ADRIAN, MICH. 


HANSEN...... 


— the one-hand TACKER with a 


BACKGROUND 


of BETTER PERFORMANCE 


More attractive displays — installed Faster, Easier 
— with HANSEN. One-hand operation. Hold material 
with one hand — operate Tacker with other. Drives two- 
pointed staples fast as you grip. 



































The Displayman's Standby Tool Por, 
for Steady, Ready Service | 
Balanced design; quick, positive, easy operation 
— Take-up Jaw for fast, on-the-job service—are 
features that insure steady performance. Readily 
portable, HANSEN goes fo and stays on the job! 


Variety of Models, Many Staple Sizes— 
Thirty-six different models — eighty staple sizes 










—provide a Tacker and 
Boourse A a size Staple for most 
= WV tacking and fastening 


ee 






needs. 








<FREE BOOKLET 


Send for FREE BOOK- 
LET, illustrating and 
describing the complete 
line of HANSEN Tackers, 
Staplers and Staples. 


AN ee ed a a Oe 


5041 RAVENSWOOD AVE... . CHICAGO 40, ILL. 
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Mannequin moves sales UP! 


NUSUAL handling of automobile show 
JOBBERS find that the Manhattan Motion | | room display can be counted on from 

Harold R. Hokanson, Stewart Motor 
Manikin sells itself! This season’s newly Company, Phoenix. Recently, in connection 
with the Shrine circus for the benefit of 
crippled children he converted the entire 
the latest style wigs plus excellent durability, showroom into a circus ring, complete with 


sculptured features, graceful positions and 


make these mannequins difficult to beat performing animals, clowns, and other circus 
symbols oo 

in the volume sales field. To tie in with the slogan “Electric cooking 
is fast cooking,” Charles F. Waimoll, Public 
Service Company of Colorado, Denver, mount- 
and children reasonably priced. ed three-dimensional jet plane models and 


lightning bolts across the background .. . 


Complete line of men, women 


In connection with the store-sponsored 
MANHATTAN MOTION MANIKIN MANUFACTURERS sports broadcast over a local radio station, 
Harold T. Sullivan, Ripley Clothing, St. 
louis, featured an authentic scale model of 
Busch stadium which was made in his de- 
partment. Wire outline hands and arms held 


Have never been connected with any other mannequin manufacturer of similar name 





factory and showroom : 


4 WEST 16TH STREET > NEW YORK ll + N.Y. | CHELSEA 3-4705 


haseballs or wore fielders’ gloves . 

A recent window at a Columbus, Miss., 
Horist T. G. Owen & Son, Ine. showed 
a bride and groom standing before an open 
doorway, with a flower-bedecked coach wait- 


| ing to take them on their honeymoon. The 
| display was by Mrs. H. M. Owen... 


_ For a children’s beachwear display, Tom 
| Watkins, Ellis Stone & Co., Durham, N. C., 

THROUGHOUT UW. S. A. | placed the figures in a small boat floating on 
AND CANADA a natural looking surface made of surf cloth 














with small, irregular strips of crinkled, clear 


We are large preservers of Trans- | cellophane fastened over it . 


parent Oak and would be very | Wet-weather wear was displayed by Karl 
glad to submit samples with prices | Weber, Passage-Kaufhaus, Saarbrucken, Ger- 
Various colors: Two Tone Red and — + giant A gag the = 

coats and Carrying umbrellas. ut-out clouds 
Yellow, Brown Tone, Green Tone ’ 


and rain streaks were in the background . 
and Pastel Colors. An enormous pearl and shell to match it 


: in size were the eye-catchers used by Adele 
@ Fox Tails, Natural and Dyed McAllister, S. Kind & Sons, Philadelphia, for 
@ Sea Oats, Natural and Dyed a display of cultured pearl jewelry. Back of 


@ Florida Moss—Natural and Dyed the tilted shell was a cluster of sea fans im 
blue, vellow, and pink, sprinkled with  flitter 


in the same shades .. . 
FLORIDA Men’s wear was shown by Hanns Simons, 


Kaufhof Munchen am Stachus, Munich, Ger- 


LEAF AND ~- RW C0 many, on a group of male figures in an out- 
Se branches, and 


door setting im which trees, 
W.C. & T. S. Rumbley, Owners blocks of wood were the most noticeable 
props. Heads of the figures were blocks of 
TRANSPARENT OAK SANFORD, FLORIDA wood . . A display of women’s bathing 
suits showed an undersea setting with a diver 
lifting the lid of a treasure chest to reveal 
| a feminine mannequin within; other manne- 
SHOULDER COVERS | BEAUTIFUL 36" FOIL PAPER quins were grouped nearby each done in 
. oC a ne oe | Red - Green $12.00 ned : -" yord rolls fluorescent paint activated by three concealed 
JOBBERS ONLY | Special ri flames gy cacao ind t Taubman’ 
‘or a oronation WINnGOW a < all Ss, 
CORONET MFG. CO. | R. A. OHLHORST St. Peter’s, Australia, Peter A. Hunt had for 
BOE 3S VARDVILLE, N. J. | | | 278-292 Johnston Ave. Jersey City 4, N. J. background a city’s skyline in the upper cen- 
| ter of which was a portrait of Elizabeth II. 
Extending half way up the background was a 


AUTOMATIC wooD TURNINGS | USE THE three-dimensional board fence on which “Long 
live our queen” had been painted by a small 
All Types of Finishing OPPORTUNITY EXCHANGE 


bov and girl standing on the grass-covered 
Dowels and Balls in Stock For any WANT AD purpose: a i . ohh . 
( ee @ 


H. ARNOLD WOOD TURNING CO. ae en Vans “It’s not funny to run out of hot water” was 


; USED DISPLAY EQUIPMENT FOR SALE 
363 Union Avenue, Brooklyn 11, N. Y. on tite teen: Gian — CASH WITH ORDER the slogan used for a display of water heaters 
STagg 2-5693 : by Joy J. Nash, Appalachian Electric Power 
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Company, Roanoke, Va. Colored comic sec- 
tions from a local newspaper were used as 
props... 

Miniature automobile license plates for all 
the states and the District of Columbia are 
being used by General Mills Company im 
connection with the sale of “Wheaties,” and 
this gave Samuel C. Forsythe, The Franklin 
Savings Bank, New York City, an idea for 
a novel display. He obtained a complete set 
of the plates and placed them on the floor, 
walls, and background of a window in which 
an outline map of the United States was 
centered. On the map was the copy, “We 
are happy to say that we serve depositors and 
customers from every state in the United 


States — as well as from most foreign 
countries . . . Can't we help you too?” To 
this Forsythe added a very small card 4 
inches by 1 on which was typed: “To 


the first ten people who will come in and 
tell us which state is not represented by a 
license plate, we will present a savings ac- 
count in their name in the amount of $3.” 
At 9 a. m. the card was placed in the window 
and was withdrawn as soon as the daily limit 
was reached. The same procedure took place 
each day, with the withdrawal of a different 
plate each time. “The results of this idea 
have been most gratifying,’ Forsythe reports. 
“In addition to gaining new depositors every 
day, it is doing an excellent public relations 
job and creating loads of good will.” 


‘Permanent Ice” 
Has Display Uses 

A revolutionary new product in the re 
frigeration field, known as “Perma Ice’, 1s 
opening up new opportunities for the display 
of some products. This re-usable piece of 
non-melting ice can be used to display items 
which have been confined to refrigerated areas. 
lor example, a display unit with the use 
of “Perma Ice” can keep cottage cheese 
properly refrigerated in an end-of-aisle posi- 
tion for a full day in a store. It can be used 
to keep drinks, and an unlimited number of 
products requiring refrigeration, m= display 
units for a spite inten of time 


————————————————— —_ —-- - 


Garrison-Wagner Seu 
Chicago Showroom 

Garrison-Wagner Company, St Louis, 
opened a new Chicago showroom at 736 South 
Wabash avenue in time for the Display 
Market Week which was held in that city 
June 27-July 1. There are 1,400 square feet 
of space in the showroom. 

Joe Ryan, Ted Stokes, and Miss Carol 
Lau Donio, veteran employees of Garrison- 
Wagner, are on hand to take care of all 
visitors. Ample parking facilities are pro- 
vided behind the building. 

Roger Pryer Joins 
Pictorial Publicity 

Known to many American displaymen 
because of his tour of display centers in 
this country several years ago, Roger Pryer 
has joined Pictorial Publicity, Ltd., London, 
and will direct policy in merchandise and 
marketing promotions. He was formerly 
publicity controller of Bentall’s, Kingston- 
on-Thames, and at one time was chairman 
of the British Display Association. 








THE BEST SHOES ARE MADE OF LEATHER... 
AND THE BEST DISPLAYS ARE MADE 


with 





ART POSTER BOARD 







Shoes made of paper 
won't get you around the block... 
and the most carefully executed 
display won't fill the bill if its 

basic materials aren't up to snuff. 
That's why thousands of smart 
display men demand Crescent Art 
Poster Board—the BEST material 

to insure the BEST results. 
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to give you exactly the shade 
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1240 N. HOMAN AVENUE @ CHICAGO 51, ILLINOIS 








NEVER OUT OF A JOB! 


The “H” or “VL” Paasche Airbrushes do so 
many kinds of work that they are seldom “out 
of a job”. The “H” 3-in-1 convertible Airbrush 
is in great demand for sign painters, window 
trimmers, ‘“Iix-it” and Hobby Shops, and for 
all kinds of touch-up work 

The “VL” 1, 3, or 5 Airbrushes are used by 
America’s leading Poster Artists and Display 
Men, because their controls permit instant reg- 
ulation of color andair work. Alsoused with paints 
and lacquers reduced to flowing consistencies. 
There are three sizes of air and color feeds, 
each separately adjustable, making it possible 
to handle a large variety of finishing jobs. 
Send for 1053 catalog listing the new and most 
complete line of Artssts, Illustrators and De- 
signers Atrpawnting Equipment 


Yaasehs Mirbrush 60 


150 1911 W. Diversey Parkway Chicago, Illinois 


New and different -- with beautiful high-relief texture | BARK SKIN 
Originated and exclusively manufactured by us. 48° wide | 


95e per yard. WRITE FOR FREE SAMPLE AND 52” by 25 feet long — per roll, $8.50 


/ 
é 4 
—_— 














| 
NEW CATALOG OF FALL DISPLAYS. | EXCELLENT FOR ALL BARK EFFECTS 
BARTH'S DECORATIVE STUDIOS | Write for samples 
1515 N. Chestnut St. Colerade Springs, Cele. REINERMANN FIXTURE COMPANY 
Mfgrs. Artificial Flowers and Decoratives for _ | 343-345 W. 4th Street, Cincinnati 2, Ohio 


indow and Interior Display 











SULT, 17:39 
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for maximum illumination... 


MODEL ‘0’ 22°: 


projector 





Imagine the convenience of this Opaque Projector 
m your sign of disploy department! Need oa large 
sketch — but fost? Just ploce this projector over 
@ photograph, mogazine poge, coin, jewelry or 
any flict opoque object—ond you can project a 
screen image, faithful in every detail and color, 
4 fee! saquore ond larger. Projects an oreo $” a 
5” of one time or larger area, a section at a time. 


Complete with temp ond $3325 


8-feet cord ond plug. 
F.O.8.,. N.Y. 









LARGE PROJECTORS TOO! 
Send for descriptive folder 
showing entire tine of 
opaque projectors. 







FRE « 200 PAGE CATALOG 

*« 10,000 ert and 
drewing supply items evail- 
eble through Arthur Brown. 
Write today on firm letterhead! 





ARTHUR BYOWN & BRO. Irc 


AAt? NEY y * le 



























Visit 


The House of Naturals” 


in New York for 


FALL & XMAS 


Showing of “Nature's Best!" 


IMPORTED AND DOMESTIC 
ORNAMENTS, TINSELS, 


GARLANDS 
IN FOIL and GLASS 

















From France, Occupied Germany, Italy 


and Occupied Japan 


FLAMEPROOF 
PRINCESS PINE AND HOLLY 
Natural Flocked Branches 


@ WREATHS @ ROPINGS 
@ TREES e@ SPRAYS 


ARTS anu FLOWERS® 


DISPLAYS, INC. 


Monufacturers @ Crecfors 


43 W. 56th St., near 5th Ave. 
New York City 19, N. Y. 


*U.S. Reg. Trade Mark 


@ importers 









































Webb's Country Fair 


By VIVIEN GROSS 


- Hk World’s Most Unusual Drug 
Store” gave Earl Nash, its new dis 
play director, a rousing welcome in 

the form of a promotion which he turned 

into a five-alarm fire. A few minutes after 

Nash had taken over his post, a store-wide 

“Country Fair” event 

This was to be a 
starting May 10 to counteract the slump 
that inevitably the first blast of 
semi-tropic weather that hits St. Petersburg 
at this time of 

With a staff of ten and only a month for 
preparation, Nash whipped up a sensational 
overall effect that set the entire Tampa 
bay area beating a path to Webb's. 


was announced. 
three weeks theme 


tollows 


veal 


Twenty-eight windows should have been 
enough to keep the staff busy, but Nash 
tackled the four city blocks that make up 


ry fet; G2! WEBBS 
OUN'T f i 


the selling area and parking space known 
as Webb’s City. Designing and producing 


all the props used, Nash set a pace that 
even J. E. (Doc) Webb a promotional 
wizard — had fun keeping up with. 


Size, color, and overall cov- 
erage were the main ingredients. Approach- 
from the front you were hit 


courageous 


ing the store 


—Above, an exterior view of the front facade 
with the display crew standing under one of 
the 12-foot square banners done for the pro- 
motion ... Below, in front of the main entrance 
to "The Big Top," the display staff responsible 
for the job; left to right, Thomas Drew, Frances 
Thomas, Larry Holmgren, Marion Monroe, Earl 
Nash, display director, James Ward, William 
Hancock, Phil Erickson, Sam Feder, and 
James Novak— 


MAIN ENTRANCE 2; Jor 
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with a jolt. Twelve carnival cut-out char- 
acters lined this marquee. Pennants flut- 
tered the full length and height of the build- 
ing. Five-foot banners depicting Siamese 
twins, the Fat Lady, the two-headed man, 
and other side show characters carried your 
eye from the marquee down to the windows 
Country fair scenes were used in each dis 
play. Nash even gave to Cotton Week its 
due by using a life-size animated clown 
(with records) which held continual crowds. 
Coming in from the rear you were im- 
mediately captured by the circus music and 
greeted by a 30-foot clown cutout that 
waved a continuous welcome to a complete 
mid-way. A full sized Ferris wheel, trapeze 
and lion acts, zany rides, a carousel and 
even a cotton candy booth all combined 
to establish a festive mood as you parked. 
The carnival spirit which invaded every 
inch of the interior space stepped up both 
customer and sales enthusiasm. Just for 
one example, a striking caged zebra was the 
center display in the accessory department 
and “The three little Pigs,” life size and 
in gingham topped the children’s cases. Every 
corner you turned brought a new excite- 
ment. The merchandise took second place to 
the overall effect, but customer reaction, 
word of mouth publicity and newspaper 
coverage more than compensated for the 
herculean, unorthodox _ efforts. Webb's 
topped last year’s sales figures while other 
firms’ business took a substantial drop. 
Holeproof Contest 
Winners Named 


Holeproof Hosiery Company, Milwaukee, 
has announced the winners of its recent 
display contest for the firm’s lingerie divi- 
sion. Identical prizes were awarded in each 
of three classifications: for stores under 
$500,000 volume; stores from $500,000 to 
two million, and for stores over two million, 

In the first group first was won by 
Chasnoff’s, Kansas City; French's Depart- 
ment Store, Portsmouth, placed second, and 
Victor Field, Chicago, won third. In _ the 
second group first went to C. H. Parsons 
Company, Ashland, Ky., second to Bremer’s, 
3remerton, Wash., and third to Walker 
Brothers, Wichita. In the third classifica- 
tion first was won by Roos’ Brothers, 
San Francisco, second by Lansburgh & 
Brother, Washington, and third by Kline’s, 
Detroit. 

First prize in each case was an expense- 
paid cruise for two in the Caribbean, plus 
a Savings Bond for $100; second, a tele- 
vision set or a radio-phonograph combina- 
tion and a $50 bond, and third, bonds total- 
ing $125. 


Schwengel Joins 
Chicago Firm 

Formerly sales manager for the L, A. 
Darling Company, Bronson, Mich., Eric 
Schwengel is now with the Unistrut Service 
Company of Illinois, Chicago, as designer. 


Ray Williams Wins 
Trip To Mexico 

Winner of the expense-paid trip to Mexico 
offered by Reynolds Printasign during the 
Display Market Week in Chicago was Ray 
Williams, Cohen Brothers, Jacksonville, Fla. 
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Each Piece An 


Individual Creation! 
(NO TWO ALIKE) 


Beautiful fall colors blended with deeply 
etched driftwood carefully planned for maxi- 


All shipments ; 
mum display space and balance. 


F.O.B. Miami, 


Florid 
Met When ordering, specify types of merchandise 
Re ll to be displayed and any size restrictions. All 
INVITED shipments guaranteed to satisfy. 


DESIGNERS and FABRICATORS 
4041 N. W. Twenty-Eighth St. 
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Butler Sunfast Seamless 
is really fade-proof! 


WRITE FOR FREE SAMPLES! 


BUTLER PAPER NEW YORK CORP. 


655 MADISON AVE. NEW YORK 21, 











STANDARD TURNTABLE 


30 Models—25 Ib., 75 Ib., 
250 Ib. capacities. 


DispLAys that move—-move merchandise. 
Vue-More electric display turntables by 
Brevel are quiet, strong, economical, 
reliable They come im a_ tremendous 
variety of models engineered for every 
use and every budget. 

Write for Catalog DW 1 


BREVEL PRODUCTS CORP. 


508 BROOME STREET, NEW YORK 13 














DONT PAINT 
— PARAFLEX 


PARAFLEX | glass 


matter 


mirrors cover any 


surface, no what the size or 


shape. Send for an estimate or send 


your original sample. We will cover 


it for a very nominal charge. Samples 


at all times are your exclusive property. 
Write today for information 
PARALLEL MFG. CORP., Dept. H 


34 Beekman St., N. Y. 38, N. Y. 
CO 7-4332 














Suggestions For Fall 


Hie RE 


(harm 


is early fall business in abundance, 


magazine believes, for ready-to- 

wear departments of stores appealing to 
their “captive customers’—women who work 
downtown eight hours a day and pass store 
windows several times daily. The magazine 
labels “best 


world’ in tandem 


them dressed women in. the 


August and September 


issues and detines the selling approach to 
cultivate these potent fashion consumers im a 
retail presentation at the magazine's show 
room, 1384 Broadway, New York City. 
“Because fall 


merchandise represents the 


retailer's greatest) imventory  imvestment,” 


(Charm poimts out, “women whose paychecks 
total $32 billion and buy over 50 per cent of 
all ready-to-wear sold, are prepared to make 
important wardrobe purchases at this season. 
they 
after-tive 


Since their shopping time its_ limited, 


represent steady lunch-hour and 
trathc throughout the fall selling period.” 
According to Charm, the working woman 


who starts wearing new fall clothes the day 
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after Labor Day, whatever the weather, offers 


retailers an opportunity to test for reorder 
business in early selling, and to look forward 
toa prolonged fall selling season. The Mlapa 
that 


comprise all age and income groups, they are 


zine also notes since these consumers 


customers for size apparel 
department 
Merchandise chosen for 


every price and 
\ugust and Sep 
tember issues of Charm 1s being projected at 
the showrooms in displays which are easily 
adaptable by stores planning fall promotions 
for working 
LLtd., again 
staff to devise displays which emphasize depth 


women. ‘Tom Lee Associates. 


has worked with the magazine's 
of stock through a_ self-selection technique 
that 


simple props 


grows out of store merchandise and 

The result is a striking use of store boxes 
in a variety of sizes and shapes which create 
a dramatic background for merchandise 
While these represent no expense to the store, 
notes that the have a 


( harm stacked boxes 
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strong psychological effect on the customer 
in establishing the retailer’s identity and in 
putting her in a frame of mind to shop by 
suggesting the pleasure of carrying 
boxes of new clothes. 


home 


Copy lines chosen for suggested store win- 
dows and interior displays indicate the work- 
ing Woman's potential as a consumer: “The 
Dressed Woman in the World Lives in 
a Suit Works in her 
Lives out of a Handbag.” 
technique is widely 


sest 
Shirtsleeves 

The self-selection 
used, particularly im ac 
displays, as a method of making 
time count for the consumer while 
emphasizing depth of stock for each depart 
ment. 


CESS ry 


Waiting 


These, in addition, serve as a reminder 
to salespeople of what is in stock and give 
them selling points in tashion language 

display of suits, 
Mannequins rise from open tissue paper filled 
boxes before piles of additional boxes. Charm 


In a suggested window 


points out that these may be used to project 
copy, fabric swatches, and small 
in addition to their decorative function 
Kashion points that make the suits news are 
detailed on a box top: the winter suit; the 
costume suit; suits of contrasting 
the 30-inch jacket; the soft tweed. 

\ll ready-to-wear displays are completely 


accessories 


textures; 


accessorized, directing the consumer from the 
blouse or dress department to millinery, glove 
handbag and shoe departments. Every display 
includes complete information on colors, sizes, 
and price 


\ shoe display which recalls the box-lined 
walls of the old shoe store interior uses shoe 
boxes as shelves to show a top selection Of 


fall styles. The copy line, “The Best Dressed 
Woman in the World Fall ’53 Covers More 
Ground in her Charm-chosen Shoes,” is aug- 
mented by a listing of fashion points such as 
“The built-up leather heel the soft toe 

. the oxford tie.” Displays of hats, hand 
bags and gloves also follow this self-selection 
pattern and use appropriate merchandise boxes 
as a background. 

To stimulate trafhe in blouse departments, 
whose business is cut into by promotion of 
separates and suit ensembles, Charm suggests 
a similar display keyed to the “You Work im 


Your Shirtsleeves” theme. Blouses and 
sweaters are shown on forms cut from wall 
hoard and mounted against a wall of store 
boxes whrch detail fashion news and spot 


light suitable accessories 


Northern California Group 
Elects Herb Raynaud 


Klection of officers took place at the last 
meeting of the Northern California Display 
(;uild, held at the Art Directors Club, San 
Herb Raynaud, publicity and 
display director ot Gump's, San Francisco, 
was elected president; Ted Keyes, Kahn's, 
Oakland, was named vice-president, and 
Ken Carter, The White House, San Fran- 
elected secretary-treasurer. 
(Carlos Brothers, is the retir- 
ing president, having headed the group dur- 
ing 1952, the first year of its organization. 


Francisco. 


CISCO. was 


Robles, Roos 


Raynaud has extensive plans for further- 
ing the social and business activities of the 
(juild for the coming year. Anyone working 
in display in any capacity in_ northern 
California is eligible for membership. 
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folios, or easel mounts. 


high contrast paper. 


Sizes fit your needs. 


Schedule today! 





g Prints to: 


Name 





How to Use Giant ‘Stat Blowups 


Prints of line copy, sketches, etch proofs, 
ads, art roughs, wood cuts can be enlarged 
to 40 x 100" in one piece (larger in match- 
ing sections) for wall display, roll ups, port- 


Blacks, whites, and sepias are sharp and 
pure because film negatives are used with 


Prices are budget-savers for these applica- 
tions. Not a substitute for photo blowups, Giant ‘Stats are ideal 
for specific uses both in price and quality. Send for your ‘Stat 


[SSBB eB eeee eee 


© Please send my ‘Stat Schedule and information on Giant ‘Stat 


sTubIOos Address 


Division of Rapid Copy Service, Inc 


123 NORTH WACKER DR. CHICAGO 6, ILL. 





INVESTMENT PROGRAM 


Tevst Funds 














STEEL 
Coi ing Gril [ 


Show your merchandise to best 
advantage! Now you can 
modernize your window dis- 
plays with this skillfully de- 
signed steel ceiling grill. 


Made to your order, in any 
size, shape or color, the grill 


is composed of '/4"' square 
steel, spaced 6'' square. The 
stock colors are black and 
white. 








Price per square foot $1.45 





. add 10% extra 
35c each | 


For special colors . . 


| Toggle bolts for above . 


See your jobber or write 


HARRY C. COHEN CO. 


“Stylists in Wire” 


5219 Centre Avenue, Pittsburgh, Pa. 








who helped to make our 
praise and orders. 


you shortly. 


and we will have him see you promptly. 


REMEMBER ... 
LOOK FOR 
GENERAL DISPLAY CORP. 


moment 








Thanks to all of you... 


Market Week showing such a success with your 


Our salesmen are now on the road with this beautiful new Christmas line and they will call on 
Also, we can still fill your last minute fall display needs 


lf our salesmen does not regularly call upon you send us your name on your store 





wonderful words of 


letterhead 


Female 


This Symbol 
assures you of 


UNSURPASSED 


QUALITY 
DESIGN 
VALUE 











Solomon Continues 
With Stenchever's 


Maurice I. Solomon states that he has not 


resigned from Stenchever's, Paterson, N. J., 


He 1S still 


connected with the firm on a part-time basis 


as previously announced 





USE THE 


OPPORTUNITY EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 
$4.00 Per Column Inch— CASH WITH ORDER 
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Something 


NEW in WIGS! 


From An Old Time 
Wig Manufacturer 


NEW SPONGE-LIKE WIGS 


After much experimentation we've come up with a wig that can 
be practically crushed like a sponge and still retain its shape — 
wonderful for millinery — An elegant, beautiful type wig that 


will make your mannequins shine. 


WRITE FOR CIRCULAR 


HERZBERG-ROBBINS, INC. 


457 West Broadway, 


WIGS 


New York 12, N. Y. 
MANNEQUINS 


REPAIRS 




















Decoratives 
By 


Hamberger 


When you make your plans for those 


big Christmas display windows and in- 
terior displays, remember that Ham- 
berger has a complete variety of new 
and more beautiful than ever decora- 
tives to help make your display job 


rusier. 


The excellent acceptance given our new 
line during the Chicago Market Week 
makes us proud and we thank you. 


But, more important, the raves in 
Chicago are your proof that Hamberger 
has dene it again don’t fail to see 


us before you buy. 


¢ gieelay cucalond 
david hamberger 


inc. 
115 W. 31st St., New York City | 








Enjoy the Added Beauty of Your 
LIGHTED Tree in MOTION ... 

















KASSON 
ELECTRIC 
CHRISTMAS 
TREE TURNER 


Revolves 
3 Times 
a@ Minute 





Adjustable 
fo most 
Tree Sizes: 


Ideal for holiday windows and Christmas displays 
throughout the store. Sturdy, dependable self- 
starting A.C. motor. Double, built-in outlet for 
tree lights . . . Will revolutionize your trim! 


The Oldest Name in Turntables 
Available for Every Need! 


Used throughout 

the world for sales- 

Roto:sh boosting action 

O displays. (8"' table 

TURWTABLES revolves 3 times a 

a , minute: 200 Ib. ca- 

pacity. Model 712 

illustrated permits 

novel lighting ef- 

fects while table 

turns . . . Ceiling 

and background 

units available too, 

as well as smart 

build-up fixtures. We also produce midget frac- 

tional H.P. electric motors, electric barbecue 

turners, etc. 24 hour delivery from stock! See 

your local jobber or write us for complete 
catalog! 


GENERAL DIE & STAMPING COMPANY 
Integrity Since 1919 
Dept. O, 262 Mott St., New York 12, N. Y. 











Joseph B. McCann Dies; 
Former IADM Head 


Joseph B. McCann, display director of S. 
Kann Sons Company, Washington, until his 
retirement five years ago, died in a local 
hospital on June 14. He was 69 years old. 


— Joseph B. McCann — 


McCann was born in Hancock, Md., and 
joined Kann’s at the age of 14. He was 
with the company for more than 50 years, 
and still visited the firm from time to time 
after his retirement. 

He was long a member of the Interna- 
tional Association of Display Men, serving 
as vice-president twice and being elected 
president of the group in June, 1939; he 
served in the latter capacity for three con- 
secutive terms. When McCann assumed the 
presidency he found the organization in bad 
financial straits, but under his management 
by the end of his first year in office all 
debts were paid and the IADM had a cash 
balance of $3,000. Further progress was 
made during the remainder of his presidency 
and in the third year, in addition to being 
debt-free and having ample funds for opera- 
tion, the organization was able to buy 
$5,000 worth of government bonds. 

Surviving are the widow, two brothers, 
and two sisters. 


Harris Associates 


Adds Cluggish 


Fred Cluggish, formerly with W. L. Stens- 
gaard & Associates, has joined the sales 


| and field service department of Walliam 


Melish Harris Associates, New York City, 
it is announced by William Melish Harris, 
president. 


Mannequin Refinishing 
Ils Sobral’s New Line 

After some 30 years spent in display with 
a number of retail stores, Kearney Sobral 
has entered the mannequin refinishing busi- 
ness. He is making his headquarters at 
3546 Hindman Ferry road, Memphis. 
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5 Model M.K. 14x22 C 


LINE-O-SCRIBES 


These machines each include approximately $800 of extra type. 
lhey have been in use only about six months and are the latest 


model ot this S1ze, 


Include of course cabinet and accessories with self inker . 


A bargain tor one or all 
trom Fedway 


of them. 
Department Stores. 


I've just taken these in trade 


STAN SCHARY 


607 S. Dearborn Street, 


WeEbster 9-2435, Chicago, III. 








FREE LANCE SALESMEN WANTED 


IMPORTED! 


LOW PRICED! 


Decorative Christmas Ornaments 
Flame Resistant Visca Trees 


Modern Jewel Cloth 


For further information write— 


DISPLAYFULLY YOURS 


58 W. 36th Street 


New York City 18 








COMMISSION SALESMAN 


$10,000 this year is not too much for the man we want! 


try to sell ordinary things? 


Why 


Cash in on our miracle line of 


display novelties hand picked from the most confidential and 


closely guarded foreign and domestic sources. 


than the H Bomb!! 


Nobody else has got it! 


Our line is hotter 
Start full or part 


“OUT OF 


THIS 


WORLD” 


If you are planning a “SPACE” feature for 


Christmas this year we are offering a most 


unusual walk-around as well as a space 


ride. 


Either or both of these teatures can 


be purchased for a frac:ion of their cost. 


Relocation of our Toy Department and 


lack of selling area make this sale neces- 


sary. 


upon request. 


Plans, Photos, Sketches and Prices 


Communicate with— 


COGSWELL CROMWELL 
Display Director 


DAVISON-PAXON COMPANY 
Atlanta, Georgia 

















time. Protected territories. New items supplied weekly. 
DUPLEX DISPLAY & MFG. CO. 
916 ARCH STREET, PHILADELPHIA 7, PA. 
Displayman Wanted — Use your 


display knowledge to earn money. 
Enter selling field, full or part 
time. Big immediate commissions. 
80% of our sales force are former 
displaymen and average $10,000 per 
year. Confidential replies. Want 
action? Then write now! Duplex 
Display & Mfg. Co., 916 Arch St., 
Philadelphia 7, Pa. 

















OVER STOCKED 


One Million Changeable Plas- 


tic Letters for Felt Base signs 


” ” 
I 


. . ” > ~s 
in sizes 4 , %& , % , and 


1”. Priced right for quick sale. 


P. O. BOX 67 


ROOSEVELT, N. Y. 


Salesman Wanted 


to carry exclusive line of item. 


Wrought Iron, Hardwoods, 
Plaster figures, Drift wood, 
etc., for better Men's Shops 


and Departments. References 


wanted, most territories open. 


Address Box 7 DE 


DISPLAY WORLD 


{are oft 


ATTENTION! STORE 
DISPLAY FIXTURE 
SALESMEN 
Exclusive territory available 
as Commission Agent for a 
really new garment. display 
rack successfully introduced to 
department stores and special- 


SALESMAN 


South 


open for a top not 


Southeast and 
States 
salesman to carry on a sidelit 
basis one of the finest 


of unusual display 


(Central 


h 


i¢ 


lines 
novelties 




















FURNITURE DISPLAY MAN 


Permanent, excellent salary. able to 
create and execute Must he 
thoroughly experienced. All re 


plies confidential 
HADLEY FURNITURE CO. 
Att: R. E. Aronheim 
Waterbury 3, Conn. 








tv dress shops. established , : , , 
selling relationship with top and items. Nothing lke it on 
level store executive officers the market today. 
desirable. (See our ad, this 
issue. ) Address Box 7 EF 
M&O FIXTURE COMPANY ' oar 
4040 Wilshire Boulevard Care of DISPLAY WORLD 
Los Angeles 5, Calif. 
Salesman Wanted WANTED 
to cover the states of Penn- 
sylvania, Delaware, Washing- Used Christmas mechanical 
ton, LD. ¢ parts of Virginia display Must be in good 


Send 


names 


and West 


references, and 


Virginia, 
photo, 
of non-conflicting lines you 
now carry. For immediate 


assignment. 


J. E. DOERR 


DOERR & ASSOCIATES 
Portsmouth, Ohio 








condition 
plete information and _= set 


photo to 
MR. JOHN KROCHMAL 


THE SAMPLE INC. 


1631 Hertel Avenue 
Buffalo 16, N. Y. 


Write giving com 


i 
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FOR SALE 
14” x 22” SIGNPRESS 


sign printing machine, 
complete with type. 
Only slightly used; in 
excellent condition. Of- 
fered by New England 


department store. 


Price only $100 


Address Box 7BC 
Care Display World 





Opportunity Exchange 











SALESMEN WANTED 


To represent one ot America’s leading display firms, selling sea- 


sonal exclusive lines of foliage and promotional pieces plus every 


day staple props. 


Prefer experienced men to travel East and New England States 
also open to work in Chicago area and travel State of Michigan 
also northwest section of Oregon, Washington and Montana. 


(‘ontact us at once for confidential interview. 


Garrison-Wagner Company 


St. Louis 3, Mo. 


WANTED 


Used Mechanical 
Christmas Story 


in series of 8 or 9 win- 
dows. Will consider good 


static series. 


Address Box 7GH 


Care of DISPLAY WORLD 

















Sales Representatives 
wanted in each state to sell 
AMERICA’S TOP 
FANCY PAPER LINE 


No objection to carrying non 
conflicting lines. Please give 
tull details in first letter. 


Marcus Window 
Display Service, Inc. 


104 Lincoln Street 
Boston 11, Mass. 








SALESMAN 
100% Commissions 


Selling Sensationally Accepted 
Store Window 
Best product 


Lighting Item. 


lowest pric ec 


Manu 


k*xcellent sideline 


Direct trom Licensed 
facturer 


\ll Territories 


Address Box 7 CD 


(are of DISPLAY WORLD 








WANTED 


Used CHRISTMAS Rattan 
Reindeers 

and other Christmas window 

or interior Displays. 

Must be in good condition. 

W rite, 

formation and send photos to- 


DISPLAY DEPARTMENT 


SELBER BROTHERS 


Shreveport, Louisiana 


giving complete in- 


SALESMAN 


To call on jobbers of display ma 
terial full or part time. We are 
manufacturers of panel boards and 
perforated hook board. State quali 
fications and references. 


Address BOX 7FG 
Care of DISPLAY WORLD 














USE THE 
OPPORTUNITY 
EXCHANGE 


For any WANT AD purpose: 
$4.00 Per Column Inch 
CASH WITH ORDER 




















ADVERTISING INDEX — JULY, 


\cme Bulletin Co 

Ad Color Corp 
Advertiser's Display & 
Ahrens Inc., Milton S 
Alexander-Tagg Industries, In 
Anchor Metal Spinning Co., The 
Arnold Wood Turning Co., H 
Arts & Flowers 


Kxhibit 


B 


Barth's Decorative Studios 

Becker Sign Supply Co 

Rest Devices Co 

Bishop Publishing Co 

Bliss Display Corp 

BRornia Display ('o 

Brevel Products Corp 

Brown & Bros., Arthur 

Bulkley, Dunton & Co., Ime 

Butler Mtg. Co., B. B 
Inside Back Cove 

Butler Paper Corp 7 


Century Lighting Co 

Chi ago ( ardboard Lo 

Cohen Co., Art R 

Cohen Display Equipment, 
Harry Co 

{ oronet Mite to 


Darling Mtg. Co., Ine., 


Back Covet 
Decorative Plant Co 85 


DeGalan Co., Henry V 

Display Equipment Co 

Display Products Mtg “ 
Supply ( 0 

Doerr and Associates 


Kildeen Ine 

Flair Plastics, In 
Florida Leat & Fern Co 
Frankel Display Fixture 
Co., In 

Krostee Sno Co 

hry Plastics Co 


G 


Gsarrison-Wagner Co., 

The 10, 54, ol, 
General Die & Stamping Co 
General Display Corp 
Grittin Graphie Arts 


Hamberegr, Inc., David 
Hlansen Mtz Co . A 

llertvy Co 

Herzberg-Robbins, Ine 

Hiulsizer Artificial Flower Co 


Hurlock, Inc., W. 
I 
Illinors Bronze Powder Co 
J 


Tones, the Holly Wreath Man 


Josarah Enterprise 


K 


Kaye Co., Inc., S. L 
Korrect-Way Products 


Inside Front Cov 


M 


Madisonia Manikins Inc 
Mangrove Feather Co., Inc 
Manhattan Wood Letter Co 
Manko Fabrics Co., Ine 
\lasonite Corp 

Memorial Grass Co 

M & © Fixture Co., The 
Morgan Co., The 

Muldner Co., The 


N 


National Association of 
Display Industries 
National Display Materials 
New York Display 
Mirs. Group 
Noel Mtg. Co. 
Nudelman Bros 


() 


()' Hara & * * R. 
Ohlhorst, R. A 


Opportunity Exchange 
}P 


Paasche Airbrush Co. 
Parallel Mfg. Corp 
Park Lane Fabrics Co., Ine 


1953 


Parkside 
Plastergon Wall Board Co., The 
Pudgin Co. 


Red Wing Products 
Reinermann Fixture Co. 
Reyburn Mfg. Co., The 
Reynolds 
Rubner Inc., Gustave 
Russel’s of Calitorntia 
Rustic Furniture Co., Inc. 


Select Flower & Display Co. 
Sherman Paper Products Corp. 
Showcard Machine Co. 

Spanjer Bros. 

Stensgaard & Assoc., Inc., W. L 


Trim-rite Display Corp 
Tropical Display 


Underwood & Assoc., L. O. 
Union Wadding Co. 
Upson Co. 


Walters, Inc., Ben 
Williams, Inc., D. G 


Displays 


R 


. = Studios 


Electric Co. 


» 


U 


W 
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LOOK 
for this 





it marks genuine ‘‘PEG-BOARD’”’ 


EQUIPMENT 
accept no substitute ... the finest is your best buy! 


WRITE for literature, prices and name of your nearest distributor 


Copyright 1953 by 


S a & U T L t Q ag a G ¢C oO i “PEG-BOARD’ is the registered trademark of the 
« * 2 e,thiCe 


8 B Butler Mfg Co,Inc used to identify its products 
3150 Randolph Street « Bellwood e Illinois 














oT-ameloLol-to ME Yo] (-s Mello Me olcolilr Mi scoluimm Zel']s present counters and 
tables with these flexible, new... 


VIZUSELL self-selection’ matdbendisers 


@ They're quick and easy to set up and use. 





@ No fastening—easily moved from one location to another. 


@ Flexible—shelves are adjustable to accommodate merchan- 
dise of varied types and sizes. 


@ They consolidate assortments — stimulate self selection — 
make buying easier. 





, é 
aalereg Deyplays L.A. DARLING CO., BRONSON, MICH. 


Sales Offices and Showrooms in New York, Chicago, Los Angeles 








